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The Butterick Trio 





Comprising THE BUTTERICK TRIO. 
The Delineator THE DELINEATOR ~ THE DESIGNER - NEW IDEA WOMAN'S MAGAZING 
15¢c.—$1 year BUTTERICK BUILOING, KEW YORK 

The Designer WH. Black, Manager of Advertising = 
9° To the manufacturer who has something 
Magazine to sell to women, The Butterick Trio pre- 
5e.—B0e. year sents the largest group of sales possibilities, 
Reaching 1,600,000 and the smallest group of buyers who repre- 

Homes sent waste circulation. 


About 10,000,000 
Prosperous Readers 


—Women who do their buy- 
ing in Retail Stores and 
who buy for their Homes, 
their Families, Children, 
Husband ‘and for them- 
selves......“The Cream of 
Good Customers in Amer- 
ica’”’......A group of con- 
sumers whose patronage 
alone is enough to assure 
the success of any good 
article, Your advertisement 
printed 1,600,0co _ times 
in one issue of the 
Butterick Trio reaches 
more readers, and costs you 


power. Trio Rate: $7,124 
per agate line, An inch ad 
one time ($100) costs you 
1-1000 of Ic. per reader. 
A Page adonetime($2550) 
costs you about 1-40 of 1c. 
per reader, 


W. H. BLACK 
Mgr. of Advertising 
Home Office, Butterick Bldg. 
ew York 


F. H. RAtsTEN 
Western Adv Mgr. 
First National Bank” Bldg. 
Chicago 





The reading pages of THE DELINEATOR, 
THE DESIGNER and NEW IDEA WoMAN’S 
MAGAZINE maintain a constant relationship 
with the advertising sections, 

By this method the woman in the drawing 
room, dining room, living room, sewing room, 
kitchen—wherever she may be—is brought 
into closest touch with the advertising that 
reflects her daily needs and desires. 


1,600,000 women subscribers represent 
practically an equal number of probable 
buyers for self, home and family. 


Butterick Trio reading pages stimulate 


«, far less, than you could - : _ i 

MA printifor yourself and dis- woman to buy—appealing directly to her 
tribute to readers of equal personal, family and her household senses 

™® responsiveness and buying of the practical and beautiful. 


The reading sections suggest the methods 
—the advertising pages present the means. 


Add to this the proved contention that 
women do go% of the buying for them- 
selves, their homes, and their families— 


And you have a coherent series of argu- 
ments proving that The Butterick Trio is the 
largest and strongest single power for busi- 
ness promotion in the world, 
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What daily paper has 
the largest circulation 
in the State of Penn- 


sylvania > 


If you can answer this 
question, ten to one 

advertising in 
PRINTERS’ INK 


gave you the informa- 


tion. 
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EVERY PURCHASER HIS 
OWN SALESMAN. 





THE NATIONAL CASH REGISTER COM- 
PANY ADOPTS NEW METHODS OF 
MARKETING—PERSONAL DEMON- 


STRATION, WITH THE PROSPECT 
AT THE THROTTLE, INCREASES 
SALES, 





The problem of successful mar- 
keting is intimately associated 
with that of advertising, and it is 
a rare occurrence fora large man- 
ufacturer who has_ apparently 
solved the problem and_ learned 
how to sell goods economically to 
adopt radically new selling meth- 
ods. It is easy enough to make a 
good article, and improvements in 
machinery and the advance in 
scientific investigation has given a 
wonderful impetus. to manufac- 
turing and raising the quality of 
output in every line. How to sell 
the goods after they are complete 
and perfect in every detail of 
manufacture has been, to many 
makers, the most difficult question 
to answer successfully, 

In Dayton, Ohio, National Cash 
Registers are made, and have been 
so carefully manufactured and 
constantly improved in detail that 
the product is a synonym’ of per- 
fection. And they have been 
successfully marketed both in the 
United States and abroad. The 
recent change in selling tactics 
comes, therefore, as a surprise to 
most people. 

In the past, selling plans de- 
pended to a large extent upon 
personal demonstration by the 
salesmen, but the president of the 
company has just evolved the idea 
of demonstrating registers by 
carrying out the actual transac- 
tions that occur in a retail store. 


NEW YORK, DECEMBER 18, 1907, 


No. 12. 


Henceforth when a machine is to 
be sold, the prospective buyer 
will be shown into a miniature 
store of the same line as his own. 
The grocer enters a small grocery 
correct in every detail, The 
shelves are filled with the best 
known brands of canned goods. 
In one corner is a barrel of pota- 
toes or a bushel basket of apples. 
Even a telephone is connected, 
while in a prominent place stands 
the cash register best suited to a 
grocery business. 

Free from interruption in the 
demonstrating store, the salesman 
requests the merchant to step be- 
hind the counter and act as pro- 
prietor while he himself acts as 
customer. He buys a can of peas 
or a package of breakfast food 
which the grocer hands to him 
from the shelf just as he would 
in his own store. The salesman 
pays for the articles purchased 
and instructs the prospect how to 
operate the register, incidentally 
pointing out its advantages. Next, 
perhaps, the salesman shows how 
the machine receives money on 
account, or how a credit sale is 
entered. All the time he is acting 
the part of a customer, and the 
merchant is in his familiar role 
of storekeeper. 

The butcher finds himself in a 
clean shop with tiled walls and a 
large refrigerator. Meat block, 
cleavers, scales and the other in- 
struments of the trade are in their 
places. 

The drug’ store with its bottles, 
the dry goods store with its bolts 
of cloth, the baker’s shop, hard- 
ware store, soda fountain, all are 
represented. 

Irwin Spear, who edits the 
company’s house organ, the. “N. 
C. R. News,” gave an account of 


! 
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the operation of the new method 
to Printers’ INK. 

“The new method keeps the 
prospect’s mind centered on the 
register,’ said Mr, Spear. “He 
becomes quickly familiar with the 
working of it and does not feel 
that hesitation about buying that 
he would if he did not thoroughly 
understand it. 

“Then, too, the merchant is on 
familiar ground. He feels at 


home. Nothing is left to his 





MAKING 


imagination. But the most im- 
portant thing is that the merchant 
operates the register himself. 
Thus he appreciates its merits and 
sees how it will protect him and 
save him money. In a word he 
sells the machine to himself; for 
he convinces himself that it 
would prove valuable to him. 
This much accomplished, the de- 
sire to possess is aroused and the 
sale consummated.” 

An important part of the new 
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selling plan has been the demon- 
strations in model stores in tiie 
windows of branch offices. Two 
demonstrators, one acting as mer- 
chant and the other as customer, 
carry on the five transactions that 
occur in a store: cash sale, creiit 
sale, money received on account, 
money paid out and Dill or coin 
changed. Cards are held up by 
one of the demonstrators from 
time to time indicating what has 
been done:. The unusual spectacle 





A SALE. 


of a small store in a display win- 
dow with business actually going 
on, never fails to draw crowds to 
watch the proceedings, and many 
prospects are secured in this way. 

The new methods of demon- 
stration were tried first in Lon- 
don, last September. Whenever 
the demonstrators appeared in the 
windows the police had great 
difficulty in preventing a street 
blockade. In Berlin the municipal 
authorities limited the time dur- 
rh (Continued on page 6.) 
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The exclusion of objectionable adver- 
tisements is now exploited by many pub- 
lications. But examine their columns 
for yourself. You will find that, in the 
case of many of them, their censorship is 
hardly worthy of the name. 

THE Lapies’ HoME JOURNAL was 
the leader in this movement, and is still, 
by far, the strictest. Some of our adver- 
tisers think we are too “fussy.” 

But our readers think otherwise, to 


the profit of advertisers who are admitted. 


Tuer Curtis PUBLISHING COMPANY 
PHILADELPHIA 


New York Bosron CHICAGO BUFFALO 
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ing which public demonstrations 
might be made, because of the 
vast crowds that gathered, 

The success of the scheme, 
however, must be measured by the 
increased business done by the 
company and not by the interest 
exhibited by pedestrians. Real 
selling force is in the new meth- 
ods, and this is proved by the 
seventy per cent increase in Na- 
tional Cash Register sales by the 
London office the first month the 


The Sharples Tubular bowl is sys. 

pended from a spindle turning on ball 
lceciine. The De Laval is supported 
on a standard—as are all the relatives 
and descendants of the original Dr, 
De Laval machines—in fact all the 
cream separators in the country except 
the Sharples Tubular. 

The Sharples Tubular has a single 
piece only inside the bowl, a_ plain 
ring, .called the dividing wall, which 
serves. to. direct the milk and cream 
to their respective outlets. All other 


separator bowls have more or less 
numerous and complicated devices in. 
side 


The Sharples Tubular bowl is fed at 





AN EXHIBIT FROM THE 


demonstration was tried. Mr. 
Spear terms the adoption of the 
new methods the most startling 
change ever made by the com- 
pany during its existence. 


+ 
NO RELATIONSHIP HERE. 

West Cuester, Pa., Nov. 25, 1907. 
Editor of Printers’ INk: 

The writer has read with interest, as 
always, Printers’ Ink of Nov. zoth— 
your agricultural number. 

In the article ‘“‘Reaching the Farm- 
er,” page 14, is 2 paragraph which is 
entirely incorrect, in the statement 

“Every separator on the market to-day 
is copied from the earlier De Laval 
machines, etc.’ 

The Sharples Tubular is not. It is 
an entirely different and ‘distinct type, 
without relationship to the De Laval 
or any other separator built. 

The bowl of the Sharples Tubular 
is a true tube, straight from end to 
end, with no angle or joint in it. 

‘he De Laval bowl is a bucket, 
with a right angle where side and 
bottom join. 


STREET. 


the bottom from the supply tank, while 


the De Laval and all others are fed at 
top of bowl. 
The Sharples Tubular factory at 


West Chester, Pa., is said to be the 
largest in the United States. The out- 
put here is upwards of 60,000 Tubu- 
lar Separators per year. The com- 
pany has also a factory at Toronto, 


Canada, and another in Germany. 
The Sharples Separator Company uses 
agricultural publications, about one 
hundred and twenty-five, for periodi- 
cal publicity, but has its own house 
organ, “The Separator News,” for di- 
rect appeal. “The Separator News 
has just completed its eighth year. 
The edition printed this autumn was 
750,000, of which 708,626 copies have 
been sent out, under rc. postage, direct 
to farmers’ homes, personally ad- 


dressed. 

Our hand-book, “Business Dairying,” 
is also a strong factor in our ad vertis: 
ing, as the major part thereof is of 
value to any dairyman, whether the 
owner of a Tubular Separator o: not. 

Very truly yours, 
THe SwHaARPLES SEPARATOR Cc., 
Per Alfred Pasciall. 
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THE CRAMER-KRASSELT 
“WELFARE” BANQUET. 


The annual social session of 
the Welfare Circle of the Cramer- 
Krasselt Company, Milwaukee, 
was held on Saturday, December 
7th, at the St. Charles Hotel. One 
hundred guests attended the ban- 
quet. The principal speaker was 
F. A Sheldon, founder and presi- 
dent of the Sheldon School of 
Scientific Salesmanship, who spoke 
upon the ‘Science of Business 
Building.” Other speakers were 
Dr. F. G. Gillen, Mr. Ernest D. 
W. Derry, and F. M. Grantham. 
The Cambrian Quartette supplied 
the musical numbers, 

F. G. Cramer, president of the 
company spoke at some length of 
the “Welfare Movement” as in- 
stituted by the employees of his 
concern. He made the announce- 
ment that, after mature consider- 
ation, the Welfare Council of the 
Cramer-Krasselt Company 
prepared to father a movement 
for “Welfare” organizations 
among employees in all businesses 
throughout the United States, 

The “welfare” movement among 
employees of large firms is one of 
comparatively recent origin but 
of thoroughly solid growth, and 
has met with decided favor on the 
part of employees throughout 
America. In numerous, large 
commercial institutions where the 
idea has been started by the em- 
ployees, it has been taken up and 
considerable assistance given in 
the furthering of the project by 
members of the firm. For ex- 
ample, the town of Pullman was 
and is really more or less a “wel- 
fare” movement on a large scale, 
while the same idea carried out 
among the employees of the Na- 
tional Cash Register Company, of 
Dayton, Ohio, is so well known as 
to require little comment. The 
Oneida Community, Elbert Hub- 
bard's famous East Aurora, N. 
Y., colony and a score of others, 
equal'y well-known, might be 
added to the list. 

The suggestion, as outlined by 

r. Cramer, would call for a 
national organization with officers 
elected annually from the differ- 


was’ 


ent “welfare” councils through- 
out America, and would entail a 
salaried corresponding secretary, 
and possibly one or several trav- 
eling organizers, as the move-- 
ment progressed. Ample oppor- 
tunity would thus be afforded for 
a free interchange of ideas and 
new thoughts after being tried out 
in one organization, could be 
taken up and introduced in some 
other community where condi- 
tions were more or less similar. 
Mr. Cramer suggested that a pa- 
per might even be started. and 
that such a publication might be 
made a tremendous educational 
factor in the movement. 
te 
THE OVERWORKED THIRD- 
CLASS MAIL. 


In a long advertising experience I 
have become more and more convinced 
of the relative inefficiency of mail mat- 
ter in getting results, unless newspa- 
pers are used in conjunction. The mail 
is overcrowded with circulars. People 
get so many stereotyped appeals of this 
sort that they become indifferent to 
them, if they open them at all. The 
busy man has little time for third- 
class mail—W. D. McJunkin, in Elec- 
trical World. 














When the newspaper that 


Tells Its Circulation 
Every Day 


makes the statement that it has the great- 
est circulation of any two-cent morning or 
evening newspaper, such a claim can more 
easily be verified than that of a paper 
whose circulation is an unknown quantity. 

During the past year no other Chicago 
newspaper has made such continuous cir- 
culation gains as has Tue ReEcorp- 
HERALD. 

Tue Recorp-HERALD is now delivered 
in more homes than any other two-cent 
English newspaper in the United States. 


Circulation for November 1907 


Daily Sunday 
Exceeding Exceeding 


154,000 223,000 


GAIN OVER 1906 
Daily Sunday 
Exceeding Exceeding 


THE CHICAGO 
RECORD-HERALD 











PRINTERS’ INK, 


DRUG STORE ADVER- 
TISING. 


SUGGESTIONS FOR THE DRUGGIST IN 
A SMALL CITY WHO MUST BE- 
GIN IN A MODEST WAY, 


Although I have kept no rec- 
ord, it seems to me that there is 
very little drug store advertising 
done, compared with that of 
other businesses. This appears 
strange, for there should be no 
reason why drug stores cannot be 
advertised as profitably as any 
other enterprise. The variety of 
goods, other than medicines and 
preparations, are certainly nu- 
merous, and there are many ways 
to attract attention to them 
through advertising. To aid 
newspaper advertising there is 
excellent opportunity for win- 
dow display; from camphor balls 
in the spring and hot water bottles 
in winter to fans in summer, and 
a whole lot of other articles. 
Most of these are of a timely 
nature, and this enables them to 
be advertised in the proper sea- 
son in a way that will bring 
prompt results. It is not like a 
stationer advertising note paper, 
which there is not much more 
demand for at one time than an- 
other. 

A druggist who owned a large 
store in a town of about ten 
thousand population once said: 

“It doesn’t pay for a druggist 
to advertise. I would advertise 
in the papers if I were in almost 
any other business, and even as 
it is I do a little advertising now 
and then, but it is only to help 
out the papers once in a while. 
Then I give them my card to 
run; but I never hear anything 
from it.” 

This statement was particular- 
ly remarkable because it was 
made by a man of more than 
average intelligence and business 
acumen. He went on to advance 
the aged argument that everyone 
knew his store, and knew him; 
that if anyone wanted anything 
in his line he would come to him 
anyway, and that advertising 
could not increase business for 
him. 

Too many druggists 


regard 


advertising as did my Maryland 
friend, just quoted. Too many 
business men, aside from diug- 
gists, labor under the misappre- 
hension that advertising can only 
divert patronage from another 
store to the store of the adver. 
tiser.. They do not understand, 
or appreciate, the value of good 
advertising that will result to 
many different kinds of busi- 
nesses from the creative  stand- 
point. » For instance, coai is ad. 
vertised; not to a large extent, 
to be sure, but more coal dealers 
than druggists, in small cities, ad- 
vertise in the newspapers. Now 
coal is a most prosaic article. 
Most consumers of coal burn 
just as little as they can. Pages 
and pages of advertising would 
not increase the consumption of 
coal to any material extent. So 
about all the benefit a coal deal- 
er can receive from advertising 
is to secure customers that might 
otherwise purchase from the 
competitor who does not adver- 
tise. As an illustration of ad- 
vertising that increases the con- 
sumption of the article advertis- 
ed there is no more striking in- 
stance than that of Uneeda bis- 
cuit. This extensive advertising 
resulted in increased sales, not as 
a result of diverting patronage 
from other cracker bakers so 
much as creating an_ increased 
demand for crackers, or biscuit. 

Now, if Mrs. Jones wants a 
hot water bottle she would prob- 
ably go to the leading druggist, 
whether he advertised or not. 
Mrs. Jones may want a hot water 
bottle and not thoroughly appre- 
ciate the fact she wants it. In 
this case she would realize the 
need of the bottle if she saw it 
advertised in the paper and 
would undoubtedly make _ the 
purchase at once. If the adver- 
tiser owned the store at which 
she regularly traded he made a 
sale that he might not otherwise 
have made. If he was a com- 
petitor of Mrs. Jones’ druggist he 
not only made a sale he would 
not otherwise have made but he 
also secured an opportunity to 
get a new customer. So, ‘hen, 
it seems that judicious advertis- 
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ing should pay any druggist ex- 
cept, possibly those in very large 
cities. 

It might yield excellent returns 
in big cities also, but they would 
not, probably, be so large in pro- 
portion to the expenditure as in 
smaller places. I may be wrong 
but it is a question if the aver- 
age person would go very far out 
of his way to make a small pur- 
chase at a drug store; and most 
purchases at drug _ stores are 
small, compared with those at 
clothing, dry goods and other 
stores. If the store is in a very 
central location, say like the 
“Four Corners” in Rochester, the 
proposition is different. It is 


-also different when a firm has a. 


number of stores, all centrally 
located, For instance, Hegeman 
& Co., of New York, are using 
large space in the daily papers. 
The copy is good and well dis- 
played and the company is said to 
be getting very satisfactory re- 
turns; but it has stores dis- 
tributed all over the city and 
they are all centrally located. 
The one in the Times Building 
occupies the street floor and the 
basement floor, and every one 
entering the building, or the 
Times Square station of the Sub- 
way, passes through one or both 
of these floors, 
Not much 
noticed regarding 


activity have I 
advertising 
among druggists in smaller cities, 


and most of the advertising 
leaves much to be desired, Drug- 
gists appear to place too much 
confidence in cheap circulars, ads 
in “Souvenir” books and write- 
ups, and similar forms of auxil- 
iary publicity, so-called. When 
they do use newspaper space they 
are satisfied with running their 
cards in the paper. A certain 
druggist in a Massachusetts city 
of nearly one hundred thousand 
population has had his card in 
one of the local dailies for near- 
ly a quarter of a century. It has 
been there so long that it has 
ceased to attract attention, and 
it would be better for him to 
take it out for a time. If he did 
this people would probably no- 
tice its absence and would be im- 


pressed and comment upon it; 
just as we are impressed with 
the fact a certain tree has been 
chopped down, although we never 
paid much attention to the tree 
before because it had been there 
so long. When this druggist was 
asked why he ran his card so 
long he said he went in the pa- 
per under strong pressure when 
it was first started, and at a low 
rate. Then he stayed in because 
the rates had gone up and he had 
only to pay the original price. 
When asked why he did not 
change his copy once in a while 
he replied that he could not do 
that because if he did ke would 
be charged an extra price for 
composition, and he couldn’t af- 
ford it. It reminds one of the 
economical boy who paid three 
cents for three “specked” peaches 
because he could not afford to 
pay three cents for a sound, ripe 
and delicious peach. 

When a druggist, or anyone 
else, advertises he practically 
talks with those who read his ads, 
and he should have these adver- 
tising talks at least as interesting 
as his verbal remarks, which he 
passes over the counter about the 
weather. A customer would soon 
weary of the same remark week 
after week for months and years, 
and he gets equally wearied of 
the same announcement in the 
paper for a corresponding time, 
or else is unimpressed. There is 
no excuse for reiterated adver- 
tising statements, for there is al- 
ways something of interest to 
talk about in an up-to-date drug 
store. There is the new flavor 
for soda water, the run on tooth 
or hair brushes, the toilet soap, 
a cut price on one hundred 
quinine pills; a new brand of 
cigars, the druggist’s own prep- 
arations, and a thousand and one 
things, to say nothing of that im- 
portant factor, from the advertis- 
ing standpoint, the prescription 
department, and its pure medi- 
cines and drugs, and the care and 
skill with which prescriptions are 
compounded. All _ enterprising 
druggists pay attention to their 
cigar case. They change its con- 
tents frequently, and are con- 
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adding new and_ fresh 
goods. They would not think of 
filling it with common-place 
goods and then paying no more 
attention to it except to see that 
the case was kept filled. News- 
paper space requires as careful 
attention as the cigar case space. 
It should be looked after as care- 
fully and will repay the fullest 
attention. 

If Deacon Smith, who is not 
young and has rheumatism—in 
spite of the many cures for the 
ailment—came into a drug store 
during a cold snap for some 
medicine, and the drive on hot 
water bottles was on, the drug- 
gist would probably remark, “We 
are selling fine two-quart hot 
water bottles for sixty-nine cents 
each, for a few days.” Any 


stantly 


druggist who does this, and most 
of them do, believes in advertis- 
ing, although he may not know 
it. But if he does not use news- 
paper space he is not unlike the 
beind-the-times farmer who hires 
men to cut his hay with scythes 


instead of doing it with a mower 
himself. It requires at least 
some time to announce the hot 
water bottles to one person, but 
at the expense of a dollar or so 
the druggist, if he has a contract 
with a paper, can tell thousands 
of possible customers about them. 
But unless he believes he can 
make his advertising space pay he 
should not contract for it; nor 
should he do so unless he is pre- 
pared to give it the amount of 
attention. that a gardener gives 
his garden. A gardener plants 
different crops frequently, and he 
weeds and waters and_ enriches 
the soil constantly; and all ad- 
vertisers must pay equal atten- 
tion to their advertising plots. 

Few druggists, unless they are 
on the verge of failure, are so 
poor they cannot afford to ad- 
vertise in at least one local pa- 
per; and as a matter of fact the 
poorer they are the better able 
they should be to advertise. Two 
or three* dollars a week will pay 
for a small daily announcement 
in the average daily paper in 
most small cities. 

If I were to advertise a drug 


store in a city of, say, 50,000 p. 0. 
ple, I would work along the {)]. 
lowing lines. The chances «re 
there will be two or three dailies 
in town, one ahead of the oth«rs, 
probably, in standing and _ ihe 
number of copies printed, ani | 
would ‘first use that one. In case 
there are two of about the sme 
importance and value try them 
both, attempting to learn which 
pays the best, and then stick to 
that best one. As a druggist, 
especially in a small city, num- 
bers all- classes among his pat- 
rons, both present and_ prospec- 
tive, quality of circulation is not 
of so mtich importance as quan- 
tity. I should carefully decide 
just how much could be invested 
in advertising for a certain 
period; six months, or a year, 
and I should not exceed this ap- 
propriation. For the beginner in 
advertising is much like a woman 
going shopping. She often spends 
all her money before she has pur- 
chased all the articles on her 
list, and then she is forced to 
go back home. After the paper, 
or papers, had been decided upon 
a contract should be made for 
enough advertising space to last 
say for six months. 

The ad should contain as few 
words as possible, and should be 
set in the same kind of type, so 
far as practicable. Also my name, 
or the name of the store, should 
be in an individual type, and I 
would have the name in the same 
position in all the ads; either at 
the top, the bottom, or in_ the 
center, The result of this would 
be that even if all readers did 
not read the ad they would be 
impressed, perhaps involuntarily, 
with the fact that it was my ad, 
and that would be of benefit. To 
get back to those hot water 
bottles for the last time; my sec- 
ond advertisement about them 
might be like this: 

Those two quart 
HOT WATER BAGS OF FINE 
RUBBER 
at 69 cents each are not 
yet all sold. 

The last of this series might 
read as follows: “Only 2 of those 
fine 69 cent hot-water bags left. 
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After they are gone you will have 
to pay $1.” In all my ads there 
would be a few words relating to 
the prescription counter. Andas 
maiiy people in big cities object, 
and for good reason probably, to 
purchase drugs and medicines in 
a department store my prescrip- 
tion counter would be as far re- 
moved from the soda fountain 
and cigar counter as possible. So 
far as possible I would have it 
appear as a Separate institution. 
Never attempt humor in ad- 
vertisements. It does not pay to 
be funny when writing advertis- 
ing, especially for a drug store. 
Buying advertising space is a 
cold-blooded business proposition 
and being such the elements of 
friendship should not enter into 
it, The druggist, or anyone else, 
beginning advertising will be an- 
noyed and confused by all kinds 
of arguments, even that nauseat- 
ing one: “You advertise in his 
paper. Why. don’t you advertise 
in mine?” Anyone who falls for 
this kind of talk (or the fair 
programme scheme, under ordin- 
ary conditions) should charge 
the expense to profit and loss and 
not to the advertising account. 
An occasional neat, small and in- 
expensive booklet may be of 
value but this kind of advertising 
requires an article by itself. 
JoHN Z. RoceErs. 
es 


PASSES THE 3,000,000 MARK. 

Last fall, Farm Journal, Philadel- 
phia, published an article about a com- 
mercial English walnut farm in New 
York State. People wondered at an 
English walnut grove in the North and 
a flood of inquiring letters arrived. 
The paper forwarded many of them to 
A. C. Pomeroy, the writer of the ar- 
ticle and the owner of the new variety 
of English walnut. Mr. Pomeroy was 
soon almost swamped with questions, 
requests for sample nuts, and inquiries 
about buying trees. Not being a Farm 
Journal subscriber, he was astonished 
at the effect. Now, however, he is 
a firn believer in its result-bringing 
qualities. In a recent letter to the 
paper, he says: 

“One thing about-‘Our Folks’ struck 
me forcibly—their loyalty to Farm 
Jourral. You certainly have a very 
strong hold on a good per cent of 
your 3,000,000 readers. Believe me, 
you lave surely added to your de- 
votees,—and now have 3,000,001 ad- 
herenis,” 


THE BUSINESS MAN IN 


TISING. 

Having made up one’s mind to ad- 
vertise, what is the best way to pro- 
ceed? There is but one way—apply the 
same common-sense, business-like prin- 
ciples that are used, say, in the pur- 
chase of machinery. 

Suy the kind that the conditions de- 
termine—and no other. When the con- 
ditions change or wear out, change the 
machinery. 

In buying machinery, the purchases 
are not made to adorn a junk pile, be- 
cause some good fellow comes along 
and has it to sell, A definite end is 
in view, and the machinery is bought 
for that end. 

Let advertising be bought that way, 
and like well-adapted machinery, it 
will become more efficient and the re- 
sults lots more interesting. 

The vehicles of expression should be 
like those of locomotion—adapted to 
the needs. Cattle are transported in 
cattle cars, barring exceptions, and pas- 
sengers take certain other upholstered 
coaches, One goes by the name of 
freight, the other by the name of pas- 
sengers. 

So in advertising, Let’s not send it 
out by cattle train when the passenger 
train takes it quicker, better, and, re- 
sults considered, cheaper. 

Having bought the machinery—the 
space—what shall be done with it? 
Was it bought for a souvenir, or as a 
dividend-producer? - 

That’s all that is necessary to decide 
—and, having decided, let’s about it 
to back up the judgment with results, 
Make it pay! 

And here’s another tip: Business is 
not a matter of chicanery any more. 
The machine man would rather sell 
something that will make good than 
something that will not. S», too, 
with the man who sells space. Each 
knows his best assets are his satisfied 
customers, 

When you buy the machine on the 
supposition you bought it to use, is it 
run “by guess and by gosh” or is the 
maker allowed to offer a few sug- 
gestions? 

When you buy space, you'll find all 
up-to-date papers hame someone to aid 
in the using of the space. Use them. 

Again, in this matter of using space, 
just a word of caution about the meth- 
od of writing one ad and waiting for 
inspiration and time to write another 
or others. You simply don’t, that’s all 
—and I know whereof I speak, since 
I have committed the same blunder — 
Robt. S. Parks, in Fibre and Fabric. 


ADVER- 
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“MALAPROPOS” ADVER- 
TISING. 





The mutability of human events 
is being demonstrated daily and 
very often it affects advertising. 
One may word his copy as care- 
fully and as reasonably as pos- 
sible, and yet some untoward 
public happening may give the 
meaning in the advertisement a 
“burlesque” or wholly opposite 
meaning. Probably the writer of 
Armour’s Veribest products real- 
ized this sad fact lately when the 
trend of financial circumstances 
played havoc with the following 
card, which was appearing in the 
Subway and “L” road cars: 

“IN THE PANTRY—THEY ARE 
LIKE MONEY IN THE BANK—AL- 
WAYS READY IN ANY EMERGENCY.” 

There was rather a grim hu- 
mor in the above to the thousands 
who were eagerly waiting in their 
emergencies for the closed banks 
to open. Yet who could say that 
the advertisement writer had not 
produced good copy? 

The wealth and fashion of Fifth 
Avenue can walk or drive daily 
past a large “Omega Oil” sign 
which occupies the whole side of 
a building on one of the classic 
thoroughfare’s most prominent 
corners. It is a well painted and 
attractive sign—for the Bowery 
or the lower East Side—but it is 
certainly ‘‘malapropos” on Fifth 
Avenue. It depicts a very com- 
mon-looking working woman in 
shabby costume, and it can 
scarcely be supposed that one in- 
dividual in a hundred who see the 
sign—in that locality—would care 
to emulate what the charwoman 
does, and “use Omega Oil.” 
Would not a fashionably dressed 
lady, in the act of using Omega 
Oil, have made a more appropri- 
ate wall advertisement for Fifth 
Avenue? 

The writer has always thought 
that the newspaper ads of “Korn 
Kinks” were just a trifle “mal- 
apropos.” “Korny Kinks,” who 


is made to exploit the merits of 
this cereal food, is not quite the 
kind of person one would care to 
follow as a competent critic of 
high-class gastronomy. 


With all 


due respect to our colored 
“bredren,” while we hail them at 
times as excellent waiters—we 
are not over prone to accept 
them as connoisseurs in the mat- 
ter of choosing our food. And 
moreover, “Korny”—as pictured 
in the. newspaper advertisements 
—was not the cleanest looking 
creature in the world. In the ab- 
stract it may be stated as a hard- 
pan fact that white people, cul- 
tured or otherwise, are not addict- 
ed to eating any kind of food be- 
cause it is recommended by a 
“cullud -pusson.” 

One of the greatest and most 
prosperous of the “obesity cure” 
houses recently published a most 
elaborate and well written book- 
let of 32- pages, illustrating it in 
a very neat and commendable 
manner. The text was well and 
entertainingly | written—evidently 
by somebody who knew what he 
was writing about. And yet he 
falls into an error which is likely 
to make the booklet harshly crit- 
icised by some, and _ generally 
doubted by others. He tells you 
pretty plainly not to take much 
notice of what your family doctor 
tells you about your superfuous 
fat, as “doctors do not under- 
stand the disease of obesity.” Yet 
he comes out unblushingly on the 
succeeding pages with a series of 
testimonials from doctors who 
have used this particular ‘“rem- 
edy” on their patients with suc- 
cess! Malapropos? Well, rather. 
If the doctors know little or 
nothing about obesity as a dis- 
ease, of what value is their testi- 
mony. in favor of the cure? And 
if they really do know something 
about it—and this remedy too— 
what can be gained by abusing 
the Faculty? 


— ee 


To reDUCE the advertising appropria- 
tion will be one of the first fovlish 
things to do. If you need cash, ad- 
vertise more liberally and get the cash 
from the increased sales.—Star ol- 
icitor. 

——__+o+—__——. 


MORE DECEMBER MAGAZIN'S. 
Pages Ag. | ‘nes 


Outer’s Book............+ 33 7,322 
Business Philosopher 18 2,646 
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ARE YOU PANTING FOR 
PIFFLE? 
By J. George Frederick. 
Ambassador Bryce made a lot 
of talk recently when he said the 


world was “panting” for great 
playwrights, 
Bernard (Shaw, the caustic 


Englishman, replied by saying: 
‘Bah! the world is panting for 
jie!” 

What relation has this to the 
advertising business? A_ great 
deal. If Shaw was an advertis- 
ing man he’d say the same thing— 
the mass of advertisers to-day 
are panting for piffle—and they 
get it. 

What is the result? Several 
agencies are making easy money 
supplying the brisk piffle market, 
and a lot of rat holes are being 
filled up with advertising that 
couldn’t sell the tin can tied to a 
dog’s tail—and was never intend- 
ed to. 

Now, why is this so and why 
does every advertising man who 
uses his head know that it is so? 

Why do these agencies and ad- 
vertising men wink their one eye 
and give the advertiser steam 
shovelfuls of piffle in return for 
his good money? 

Simply because it is clever 
business. If the advertiser pants 
and pants for piffle and won't be 
happy till he gets it—what’s the 
use of refusing his nice, shiny 
gold pieces? 

Why do so many advertisers 
pant for piffle? Take them some 
strong, sincere copy, over which 
long selling experience and ability 
at writing salesmanlike English 
and analysis of the business has 
sweated  faithfully—end , what 
happens ? 

The Man Who Decides puts on 
his specs, tilts back his chair and 
reads through it. “Don’t like it,” 
he says in about one minute, 
handing it back and drawing up 
his nose. “Write something else.” 

“What do you object to?” you 
ask, humbly and fearfully. 

“Oh, I don’t know,” replies the 
Great Man, jauntily, “It isn’t 
eetchy nor clever. Why, this 


man isn’t a writer—anybody could 
write like this,” 


And there you are! The mil- 
lennium hasn’t dawned yet, and 
the average agency argues—*Why 
tell the poor man the bare truth— 
that he’s throwing aside the real 
thing for a gold brick?” Sad, 
sad are the tales of most of the 
advertising men who cut into the 
advertiser's personal whims with 
their little hatchets. 

Does The Man at the Head 
insist on carpenters sawing joints 
according to his ideas of car- 
pentry? Do Men Who Decide 
tell their electricians how to build 
a dynamo? No they don’t; but 
for some reason very many were 
born with all the advertising 
knowledge there is; and com- 
pared with them men who have 
made a_ life-long professional 
study of advertising are as ignor- 
ant as suckling babes, 

But why weep? Why cross the 
man who wants to spend his 
money? Why dispute with old 
Omar ?—“Take the cash and let 
the credit go?” 

P It’s only the damphools who 

o. - 
Some agencies are damphools— 
just a few. 


——__<@————— 


EXCITOR FOR LOCAL. 
NEWSPAPERS. 


Tt is often helpful in newspaper 
making to know how one’s prod- 
uct compares with the output of 
his competitors. Two years since 
a “contents report” was “ground 
out” by a western Michigan pub- 
lisher for collecting and tabulat- 
ing such detailed information as 
is likely to be of value for critical 
purposes. The revise of the form 
is here shown. 

The general scheme calls for 
the preparation of a report for 
each issue of our paper. The in- 
formation for our paper and for 
our principal rival’s paper is 
placed side by side on the blank, 
the two sets of. facts being set 
down in inks (or pencil marks) 
of different colors, 

The value of the report lies in 
the fact that we know exactly 
what we are doing and what our 
competitor is doing as measured 
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by the same standard. We know 
how our publication is “standing 
up,” for we keep the reports on 
file. We know whether we are 
doing better than formerly, or 
not so well, and just wherein our 
present newspaper ideal differs 
from our ideal of some previous 
date. The reports show us where 
we are at our best and where we 
need to “take a brace.” 

While the idea of making a 
critical inspection, the results to 
be used for comparative purposes 
can be profitably utilized by many 
publishers, the exact information 
to be collected will differ in prac- 
tically every case. The more 
voluminous the publication and 
the more intense the competition, 
the more exhaustive should be the 
analysis. 

Although one publisher may be 
satisfied to have the information 
in columns and fractions thereof, 
another may be doing business to 
such a nicety that he will not be 
satisfied with anything short of 
measurements in inches. Under 
some circumstances it might be 
convenient to have two report 
blanks, one for the editorial office 
and another for the advertising 
manager. A_ paper with several 
competitors might use blanks that 
will permit of the tabulation of 
the inspections of the several 
rivals on a single sheet of paper. 

Record Appeal 
(Publication) 
Aug. 15, 1907. 
(Date) 
Pages 8. Columns 48. 
Set reading including cuts (columns).. .. 
Plate reading (columns).......... 
Paid matter—Display (columns) 
Legals (columns).. 


Classified (column 
Pure reading (columns) 


I 
% 19 


Total columns 
Beats (number) 
Leaders (number) 
Specials (number 
Features (number) 
Illustrations (number)..... ........ oe 
County setters (number) 
Editorial (columns) 
Court house (columns) 
Marine (columns)........-.+-+0+6 ond 
Local (columns)...........00 saubess 
Personal (columns) 
Church (columns).............+ cece 
Market a... 
Farm (columns)... 
Contents report. 


(Signed. ) 
—Bookkeeper and Home Study. 
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IMPUDENT ADVERTISING. 


It almost seems as if there is need 
of a school of business manners, 
or a _ professorship thereof, in 
these—our modern—‘strenuous” 
days.. The effort to get ahead of 
rivals, and to hurry up the jour- 
ney to wealth is, at any rate, 
now so apparent that we appear 
to be looking out, when we vie 
the scrambling business world, on 
a medley of “scrub races.” The 
partners’ in them, in so many 
cases, act like droves of cattle 
that we, wofully miss the civil- 
ized, grave and neighborly defer- 
ence which, in our social life, 
shows such hopeful  advance- 
ment. 

Energetic and untiring, of 
course, the modern business man 
must be. He cannot well lose any 
opportunity, if it is a fair one, 
for gaining a customer. If he is 
selling much already, he must 
still seek tod sell more. He has 
indeed a right to study and em- 
ploy manifold ways to corral 
trade. But, in doing all this, he 
must respect, and not obstinate- 
ly interfere with, the rights of his 
rivals. Nor must he annoy by 
rude and too frequent importu- 
nity and insistence those whom 
he wishes to make his patrons. 

I think it is a fact that where 
a little is sometimes gained by 
flouting, getting in front of, and 
being contemptuous to, and of 
rivals, that a vast deal more, in 
the long run, is lost by our selfish 
and inexcusable deportment. 
certain delicacy towards them, 
and the tacit admission that 
there are other good firms and 
establishments; and that not all 
the virtues and bargains are to!) 
found under one business row! 
has. really retroactive _ virti 
which gets into the character «! 
one who is thus generous, [1 
other words, it is an asset tht 
greatly benefits its possessor. 

To do the reverse of this is to 
be crusty and ill-mannered, @!l 
of which makes of the would-'e 
seller a disagreeable pers 
And, if he is disagreeable ‘o 
those who are honorably pu- 
suing a business like his, the 
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harsh trait will not stop just 
tuere. It will, like his shadow, 
keep close to him, and fall over 
the counter on his own custom- 
ers. 

But, in direct advertising itself, 
disagreeableness and impudence 
are often experienced, when it is 
too frequently, and too flagrant- 
ly, pushed out upon the public. 
The impudent kind is probably 
seen at its ripest and worst in 
the toss-out of voluminous circu- 
lars, pamphlets and so forth, in 
one large envelope. You receive 
a bunch of these, and know you 
don’t want the thing they ad- 
vertise, and you are polite enough 
to reply in the envelope, or on 
the card enclosed, that such is 
the case. 

But do you escape further at- 
tention? Yes—for a_ certain 
period. Then a new and larger 
batch comes; and they don’t 
merely ask you to look into the 
proposition made, but they al- 
most stand over you with a club. 
Their tone is as imperative as 
words having no authority can 
be. They tell you to put in at 


once the requisite $5 or $10, for 


their every way _ superlative 
goods, or newly discovered won- 
der, and direct that there be 
small delay in doing so, 

You may answer, or neglect to 
answer this appeal, but once 
more you will get a renewed 
deluge of the documents. I 
think that on one occasion I had 
a dose of this sort of advertis- 
ing not less than six times, after 
several unmistakable replies by 
me that I could not and would 
not do what they outlined. It 
was a case apparently like that 
of the old Baxter Street’ “puller- 
in’ upon the hay-seed who was 
passing by. 

Very lately I had in one large 
mail after my return from a 
brief absence, three appeals on 
behalf of a superlatively adver- 
tised affair—each voluminous— 
that I had no time to study, and 
no need to study, for I saw at 
once that I did not want it. Its 
forerunner had come to me some 
months before, and very likely a 
successor similar to it may get 


into my waste basket again be- 
fore the year is out. 

I do not mean, by saying all 
this, that circulars may not be 
used, and repeated—and even re- 
peated three or four times. But 
when they are, they should be 
pleasant in tone, and not volu- 
minous, and coarsely insistent. And 
they should not certa aly be sent 
in identical (except more intense) 
tone and magnitude with their 
predecessors—after two or more 
refusals of them have been made. 

Another rude way is for a 
dealer to send you, or to threaten 
to send you, samples of some- 
thing which you are to examine 
and return to him, if not wanted, 
without your permission to do 
this. Why should a writer sup- 
pose you care to take the trouble 
to see a certain thing, and the 
further trouble of doing it up 
again and getting it to the ex- 
press office? The whole assump- 
tion of this is one that makes the 
address to you like that made by 
a superior to an inferior being. 
And I am certain that its result, 
in the main, is little more than 
wholly proper resentment. 

a ygne tn, 


CHARITY ADVERTISING. 

Of the many trials and tribulations 
that beset the average advertising man, 
I doubt whether anything is as irk- 
some and disagreeable as the turning 
down of “charity advertising.” 

I say -turning down, for I take it 
that more of this troublesome business 
=i diplomatically squelched than grant- 
e 

In a small community this nuisance 
may not amount to much. But in a 
large city the practice of soliciting 
charity advertising has grown to be 
quite serious. 

Speaking for ourselves, we have 
evolved a plan that for the past two 
years has worked like a charm. 

We simply say to the solicitor, “If 
you see our advertisement in any me- 
dium or publication other than a Phil- 
adelphia newspaper, you are at perfect 
liberty to come here and demand the 
same advertisement, regardless of size 
or expense!” 

The solicitor immediately becomes 
nonplused at such a magnanimous of- 
fer. But as soon as she or he realizes 
its true import disappointment takes 
the place of enthusiastic anticipation, 
and the solicitor leaves the office very 
much crestfallen, with the advertising 
contract unsigned.—S. De Bear, Adv. 
Mer. Blum Bros., Phila., in Dry Goods 
Economist, . 
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A Roll of Honor | 


No amount of money can buy a place in this list for a paper not having ths 
requisite qualification. 


Advertisements under this caption are pted from publishers who, accori- 
ing to tne 1907 issue of Rowell’s American Newspaper Directory, have submitted for 
that edition of tne Directory a detailed circulation statement. auiy signed and datec, 
also from publishers wno for some reason failed to.obtain a figure rating in the 1%; 
Directory, but nave since supplied a detailed circulation statement as described abov+, 
covering a period of twelve months prior to the date of making the statement, sucn state- 
ment being available for use in the 1906 issue of the American Newspaper Directory. Cir- 
culation figuresin the ROLL oF Honor of the last named character are marked with an (>; ). 











These are generally regarded the publishers who believe that an advertiser has a right 
to know what he pays his hard cash for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation 

would ever for a moment consider the thought of securing and using the Guarantee Star, 
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Circulation for) Sunday, he 681, 
Norwalk, Eveniny Hour. Daily average guar- February. 1907 :§ Daily 92,271. 
anteed to exceed 8,800. Sworn circulation Absolute correctness of eg 0 td rat- 
statement furnished. Covers not only the Nor- fons accorded the Chicago Examiner is guara)- 
walks but fifteen small towns —— over-| teed by the publishers of Rowell’s Newspay.:t 
jng a yo Ms re 40,000 pe er Hias the | Directory. 
aneeey Seeuaeern oF ORs newspaper “1! Chicago, Farm Loans and City Bonds. Lea l- 
western Connecticut. ing investment paper of the United Sta’ 


Norwich. Bulletin, morning. Average for| Chiengo, Journal Amer, Med. Ass’n. week!*. 
1905, 920; 1906, G55¥; June, 1907, 7,259, | Average six mos., Jan. to July, 1907, 01.210. 


‘ 
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Chieago, Record- Tey Average 1906, daily 
141,748; Sunday 211,611. Average July, 1907, 
terveding daily 192,420; Sunday 220,181. 
(2 The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 
to the first person who successfully con 
troverts its accuracy. 

Chicago, The Tribune has the largest two-cent 
circulation in the world. and the largest cireula- 
tion of any morning newspaper in Chicago. The 
TRIBUNE is the outy Chicago newspaper receiv- 
ing (@©). 

Joliet, Herald, evening and Sunday morning. 
Average for year ending April 30, 1907, 7,871. 

Peorta, Evening Star. Circulation guaranteed 
awe than 21,000, 


INDIANA. 
citer Up-to-Date Farming. woe oy 
1,584. Now 200.000 4 timesa mo.,75c, a 
oo Dame, The Ave Maria. C ea pane 
Actual net average for 1906, 24.6 
Princeton, Clarion-News, aa ae te 
Dutiy average 1946, 1.501; weekly, 2,548. 
Riehmond, The Evening Item, daily. Senin 
average net paid circulation for nine montis 
ending Sept. 30, 1907, &, 141. A circulation of 
over 5,000 guaranteed in all 1907 contracts. The 
Item goes into 80 per cent of the RicLmond 
homes. No street sales, Uses no premiums, 
&2 The absolute correctness of thelatest 
circulation rating accorded 
the Richmond Item is guar- 
anteed by the publishers of 
Rowell’s American Newse 
paper Directory, who will 
pay one hundred dollars to 
the first person who successfully contro- 
verts its accuracy. 


Seath Bend. Tribune. Sworn daily arerage. 
Oct., 1907, 9,255. Absolutely bestin South bend 


INDIAN TERRITORY 


\viehere. Ardmoreite, daily. Average for 


4900, VALS, 
IOWA 
«nr. Hawk-Eye, daily. Aver, 1906. 
“All paid in advance.” 


baer ican Times. Daily aver. Nov.,18.814. 
Circulation in City or tota guaranteed greater 
than any other paper or no pay for space. 

bes Moines. Capital. daily. Lafayette Young, 
publisher, Sworn average circulation Jor 1906, 
41.751. Ctreuiation. City and State, largest 

Towa. More adrertisiny of all kinds in 1906 
i. of2 issues than any ea emeeeter: in 365 issues. 
PRute7 cents per mech, 

Dea Motnen, Kegister and Leader—daily and 
Sunday—carries more “Want” and 4ocal display 
vivertising than any other Des Moines or lowa 
paper. Aver. circulation :st 6 mos. ’07, 80,198. 

ea Moines. Iowa State Register and Farmer, 
wy. Aver, number copies printed, 196, 32,1238. 

sjoux City, Tribune. Evening. Net sworn d iy 
u er, (returns deducted) ist 6 mos, 1907, 81,12 
Fo» November. 1907, 88,285. 


KANSAS. 


Lawrence, World. evening and weekly. 
pies printed, 1906,daily, 8,278; weekly, 8,084, 


Pittebur; Headlight. dy. ht, dy. and Average 
‘6 mos, 1008, daily é& 882; weekly “6104. 


MAINE, 


\ugueta. Comrort,mo. W. A. Gannett, pub. 
Actual averaye Jor 1906, 1.271.982. 


‘ \sguate, Maine Farmer, w’kly. Guaranteed, 
‘4,009. Kates low; recognized farmers’ medium, 





Bangor. Commented. Average for 496, daily 
9.695; weekly 28,5738. 

Madison, Bulletin, wy. Circ., 190¢,1,581. Now 
over 1,600, Only paper in W Western Somerset Co. 

jpn. MatneWoods and Woodsman. weekly ‘ 

W. Brackett Co. Arerage for 46. 8.077. 

Portland. Evening Express, Arerage for 19ué, 

daily 12 806. Sunday Jeleyram, 8,041, 


MARYLAND. 


Baltimore, American. dy. av, ist 6 mos. 07, 
27,052; Sun., 90,827. No return privilege. 


Baltimore, News. daily. Evening News Put- 
lishing Company. Average 1/906, 69,814. For 
November, 1907, 77, 4 
The absolute correctness of the 
latest circulation rating accorded 
the NEws is guaranteed by the 
publishers of. Rowell’s American 
Newspaper Directory, who will 
pay one hundred dollars to the 
Jirst person who successfully con- 
troverts its accuracy. 


MASSACHUSETTS. 


Boston. Evening Transcript (OO). Boston's 
tea tadle puper. Largest amount of week day adv. 


Globe. Average 1906, daily. 182.986. 
Sunday 295.232. Largest circulation daily of 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning and 
afternoon evitions for one price. 


1 0.0.0:0-0-4 


Wolyoke. Transcript, dail daily. Act. ar. for year 
ending May, 1906, 7,889; 3 mus, ’07,7.842. 


Lynn, Evening Item. Daily sworn av. year 
1906, 15,068; first half, 1907, av. 16,470. ‘The 
Lynn family paper. Circulation unapproachea 
in quantity or quality by any Lynn paper. 


Woburn. News, evening and posite. Daily 
ar, net puid cr. March, 1,328, Wkly, 1.481. 


Worcester. Evening Gazette. Actual sworn 
average for the first six months of 1907, 15,222 
copies daily—nearly 40%, increase over 1906, Lav’ ‘z- 
est eve. cire’n. Worcester's **Home” paper. Per- 
mission given A. A. A. to examine circulation. 


Worcester. L’ Opinion Put > tel daily (© ©). 
Paid average Jor 1906, 4,282 


MICHIGAN, 


ity, Times, evening Sor 6 mos. 
to =~ 4 ? 1907, 11,002 copies, Sade guar anteed. 


Jackson, Citizen-Press. Oniy 
evening paper. Gives yearly aver- 
ages, not weekly. It’s Jacksun's. 
greatest daily. It carries more 


GUAR 
AN 
T ee ge and has the largest 
EEO Bey ~— efreulation. No secrets. 
+ daily a average, 7,988. 


Jackson, Hang Average Oct,,/907, 
8,498;. Sunday, 569. Greatest net cir: 
culation. Veri 3S may A.A, Sworn state- 
ments oS og Examination welcomed. 


Saginaw, Courier-Herald. daily, Sunday. 
Average 1906, 14,897; November, 1907, 14, 658. 


ginaw, Evening News, daily Average for 
109.9845 November, 1907, 20,487. 


MINNESOTA. 


Minnenpolia, Farmers’ Trit:ne, twice a-week, 
W. J. Murphy, pub. Aver. Jor 1906, 37,886. 
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Minneapolis, Journal. Daily 
and Sunday In 1906 aver- 
age daily circu ‘ation, 74,054, 
Daily —— circulation for 
Nov., 1907, 78,581, Average £un- 
day ‘girculation Sor Nov., 1907, 
74,180. The absolute accuracy 
of the Journal’s circulation rat- 
ings is guaranteed by the Ameri- 
can Newspaper Directory. It is 
guaranteed to reach the great 
army of purchasers throughout 


the Northwest and goes into more 
© © | homes than any paper in its field. 
It brings results. 
Minneapolis, Svenska Amerikanska Posten. 
Swan J. Turnblad, pub. 1906. 52.010 
Minneapolia, Farm Stock, and Home, semi- 
Mmonthiy. Actual average 105. gg FI aver- 
age for 1906, 100, 266;.: mos., 1907 104,100. 
The absclute accuracy of Farm, 
Stock «& Home's circulation rating 
is guaranteed by the American 
Newsnaper Directory. Circulation ts 
practically conjinee to tne farmers 
of Minnesota, the Dakotas, Western 
Wisconsm and Northern lowa. Use 
it to reach section most prontably. 
CIRCULAT’N Minnenapolia Tribune. W. 
J. Murphy, pub. Est. i867. Old- 
est Minneapolis daily. The Sun- 
day Tribune average per issue 
Sor the year ending Decembe;-, 
1996, was $1,272. The duily 
by Ana. Seen Tribune average per issue for 
paper Direc. the year ending December, 1906, 
tory. wus 103,164. 


UA 
orat 
a 


&t. Paul. PioneerPress. Net average circula- 
fon Jor January—aily 55.802. Sunday 82,- 
BT. 


The absolute accuracy of the 
Pioneer Press circulation state- 
ments is guaranteed by the Ameri- 
can Newspaper Directory. Nimety 
per cent of the moneu due for sub- 
seriptions is collected showing that 

subscribers take the paper because 

they want it, All matters pertain- 
tug to circuiation are open to investigation. 


Winona, Republican- Herald. Av. June, 4,616 
Best outside Twin Cities and Duluch. 


MISSOURI. 
News and Press. Circulation 
1906, 36,079. Smith & Thompson, Eust. Reps, 


- Louia, National Druggist. mo. Henry R. 
ptrong, Editor ana Publisher. Aver. 4/ mos. 4907, 
ap ‘© ©). Eastern office, 59 Maiden Lane. 


St. Leuia, National Farmer and Stock Grower, 
enenthay. Average Jor 1906, 104,200, 
MONTANA. 


Missoula, Missonlian. Every morning. 
erage 42 months ending Dec. 8/, 1206, 5,107. 


NEBRASKA. 


Lineoln, Deutsch-Amerixan Farmer, weekly 
Average 1906, 141,839. 


Lineeln. Freie Presse, weekly. Actual average 
Sor 1906, 142.989. 
NEW HAMPSHIRE. 


Manchester, Union. Av. 4906, 16,758, daily. 
N. H. Farmer and \\ eekly Union, 5,550, 


Nashua. Telegraph. The only dailyin city 
Average 8 mos. ending Aug. 31, 1907, 4,422, 
NEW JERSEY 


Aabury Park. Press. 1906, 4.812. Gained 
average of one subscriber a day for ten years. 


UA 
ee 
TEEO 


St. Joseph, 


Av- 


Camden, Daily Courier. Actual average for 
year ending December 3/, 1906, 9,0: 

Elizabeth, Journal. Av. 1904, 5,522; 71905, 
6,515; 1906, 7,847; first 6 mos. 1907, 8,221. 

Jersey City. Evening Journal. Average for 
4906, 28.005. First six months 197, 24,089. 


Newark. Eve. News. ° Net dy. for Ie, 
68.022 copies ; netdy. ar. for Nov., 1907, 69,485, 


Trenton, Evening Times. Ar, 1906, 18.287 
mos, dy. av, Apr. 30, 07, 20.621; Apr., 20,6*2, 


NEW YORK. 


Albany. Evening Journal. Daiiv areraye | vr 
1906. 16.251. It's the leading puper. 


Pi tavia, Daily News. Average first 6 108, 
907, 7,494, F. it. Northrup, Specia Kep., N.Y, 


Brookly ¥V.._ Printers’ Ink sys 
THE STARDABD UNION now has tie 


jlargest circulation in ave. Daily 
average 6 mos. 1907, 58,449 


Buffale, Courier, morn, Av.1906, Sunday .1. 
168; daily, 58. 681; Enquirer, even.. $2.65. 


If 
Your Advertising Hasn’t 
Paid in Buffalo 
Use 


The Daily Courier 
and Enquirer 


Sworn Circulation 83,982 
AND 


The SUNDAY COURIER 


Sworn Circulation 90,560 

They give you more home 
circulation, and at a lower 
rate per thousand, than any 
other Buffalo papers. 


W. J. CONNERS, Proprietor 
W. 8S. Bennett, Business Manager 


HAND, KNOX & CONE CO. 
Foreign Advertising Representatives 
Boyce Biba, Brunswick Bupi, 
CHICAGO New York 














Buffalo. Evening News, Daily average (5, 
94.690; for 1906, 94,743, 


Corning. Leader, evening. Average 194, 
G. 28S: 1905, 6 295; 1906, 6.585; Feb, av.. 6.82. 


Mount Vernon, Arcus. evening. Actual daily 
average for year ending Oct. 31, 1907, 4,408. 


Newburgh. News. aaily. Ar. 06,5.477; 4.00 
more than all other Newbur gh papers combined. 
New York City. 
my & Navy Journal. Est.1883. Actual eekly 
av. ae 06.9.7 06 (OQ). 4 mos, to Apr. 07, 9.949% 


Automobile, —: Average for year e ding 
Dec. 28, 1906, 15,21 


Baker's Review, monthly. W.&. Gregory Co., 
publishers. Actual average for 1906, &.48%. 


Benziger’s Magazine, the only popular Cat’ roli¢ 
Family Magazine published in the United st» tes. 
Guaranteed cire’n, 75,000; 50c. per agate ! ne. 

Clipper, weekly (Theatrical). Frank queet 
Pub. Co,, Ltd. Aver. for 196, 26,681(00 


coi Demereto, mo. Spanish export. J. Shep.erd 





dark Co, Average Sor 1906, 8,542 —sworn. 
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Musie Traae Keview, musie¢ trade and art week- 
ly. Average sor 196, &. 109. 


Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1888. 
Actual weekly average for 
49, 1. 308, 


The People’s Home Journal. 554.916 mo, 
Good Literature, 452.500 monthly, average cir- 
culations Jor 196—all to paid-in-advance sub- 
ecribers. F. M. Lupton. pubiisher. 


rhe Tea and Coffee Trade Journal. Average 
circulation for year ending Nov, 1907, 8,584; 
Noc. 1907, issue, 10,000, 


The Worid. Actual aver. ror 1906, Morn,. 818. 
64. Zvening, 859.057, Sunday, 442.228. 


Rochester, Case and Comment, mo., Law. 
Av. for year 196, 22.601, Guaranteed 20,000, 


Schenectady. Gazette, daily. A. N. Liecty. 
Actual average for 1905, 18.058; 1906, 15.809, 


Syracuse. Evening Hleraid. daily. Herald (o, 
pub. Aver, 1906, daily 85.206, Sunday 40.064, 


Troy, Record. Average circulation 
1906, 18,801, Average November, 1907, 
20,865, only paper in city which has 
permitted A. A. A. examination, 


Uulen. National Flectrical Contractor, mo. 
Average for 196, 2.620, 


Utien. Press. daily Otto A. Meyer, publisher. 


Average for year ending Murch 81, 1907, 14.927. 


NORTH CAROLINA 


Raleigh, Times. Sworn statement can 
furnished showing circulation of the Kaleigh 
Evening Times, Raleigh, N. C.,has not been less 
than 5,000 since November, 1905. The Times 1s 
North Carolina’s foremost afternoon paper, 


NORTH DAKOTA. 


Grand Fork«a, Normanden, Av. yr. 05, 7,201. 
Aver. for year 196, 5,180, 


OHIO. 


Akron, Times, daily, Actual average for 
year 1906, 8,9TF September, 1907, 9,778. 

Ashtabula, Amerikan Sanomat. Finnish, 
Actual average Jor 1906, 10,690, 


Cleveland, Plain Dealer. Est. 1841, Actual 
daily average 1906,%2,20; Sunday, 88,869; 
Nov., (907, 74,002 daily Sun., 85,848, 


Coshocton, Age, daily. Net average 1906 
2.75%. Verified by Asso. Amer. Advertisers 


Coshoeton, Times. dy. Net ’06, 2.128: 6 mo. 
‘07, 2,416. No cash books fixed to fit padded cir. 


Dayton, The I. L, U. Home Journal, mo 
(Fo. nerly Laborers’ Journal). National cir. Av. 
for year ending April sv, ’07, 14.811 copies. 
Critically read by 36, 500 members of THEL. L. U. 
GRAND LODGE, the fraternal. beneficiary order 
of wage-workers. 5c. agate line, flat rate. 


Dayton, Journal. First six months 1907, act- 
ual verage. 24,196, 

London, Democrat. semi-weekly. Actual aver- 
age jour 1906, 8,668; now guarantees 4,000, 

Springfeld, Farm and Fireside. over 4 cen- 
tur: ‘eading Nat, agricult’l paper. Cir.485,000, 

Warren. Daily Chronicie, Actuil arerage 
for sear endiug December 31, 1906, 2,634, 


Youngatown, Vindicator. D'y. av.'06, 18.740: 
Sy. 10,001; LaCoste & Maxwell, NY. & Chicago. 


OKLAHOMA. 


OREGON. 


Mt. Angel. St. Joseph’s Blatt. Weekly. May 
3, 1907, 19.155. 


Portland, Journal, daily Average 1906, 
25,578; for Nov., 1907, 29,462. The 
absolute correctness of the latest circula- 
tion statement guaranteed by Roweil's 
American Newspaper Directory. 


Portland, Pacific Northwest, mo.; av. /sf 6 mo, 
1907,16,000, Leading farm paper in State. 


PENNSYLVANIA. 
Chester. Times, ev’g d’y. Average 19%. 7.688, 
N. Y. office, 220 B’way. F. 2. Northrup, Mer. 


Erie, Times, daily. Aver. for 1906, 17,1103 
Nov., 1907, 18,520, E. Katz, Sp. Ag., N. ¥. 


Harrisburg, Telegraph Sworn av. Nov., 14,« 
794, Largest paid circulat’nin H’b’g or no pay, 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual 
circulation of THE BULLETIN for eacu day in 
the month of October, 1907: 





Totai for 27 days, 6,213,081 copies, 
NET AVERAGE FOR OCTOBER 


230,114 copies a day 


“The Bulletin’s” circulation figures are net; 
all damaged. unsold, free and returned copies 
have been omitted, 

WILLIAM L. MCLEAN, Publisher. 


Philadelphia, Conteetioners’ Journal, mo, 
AV, 1905, 3.470; 1906 4( 


Printers’ Ink awarded Farm 
JOURNAL the Seventh Sugar Bowl 
because that paper, among all those 
published in the United States, best 
serves ifs purpose as an educator 
and counselor for the agricultural 
population, and as an effective and 
economical medium for communi- 
eating with them through its ad- 
vertising columns. 


i a ao Oe & 


Philadeiphia, The Press is 
Philadelphia’s Great Home News- 
paper. esides the Guarantee 
Star, it has the Gold Marks and is 
on the Roll of Honor—the three 
most desirable distinctions tor 
any newspaper. Sworn average 
circulation of ‘the daily Press for 

1906, 100,548; the Sunday I’ress, 137,863. 


Pittsburg, Pa., The Team Owners’ Review. 
Higa-grade monthly trade paper, first-class ad- 
vertising medium. Circulates among Team 
Owners, Hauling Contractors, Transfer, Exvress, 
Ca1ting and Draying Companies. the largest 
consumers of Horse Goods, Saddlery, stable 





©lahoma City, Tne Oklahoman. 7906 aver., 
18,918; Nov. 1907, 21,881, E. Katz, Agent N.Y. 


Supplies, Wagons ‘trucks, ete. 
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Seranton. Truth. Sworn circulation for 1906, 
14,126 copies daily, with a steady increase, 


Weat Cheater. Local News, 
daily. W. H. Hodgson. sveraye for 
1905, 1%.297. In its 35th year. 
Independent. Hus Chester County 
aud vicinity for tts field. Devoted 
7 home news. henze 18 a home 

per. Chester County is second 
in the State in agricultural wealth. 














<4merton’ s Greatest 


Ww neice, Grit, 
Family Newspaper.” Aver. /0 mos.,’07, 284,111. 
Circulated in over 13,000 small ¢ ities, towns and 


Guaranteed. 
Average for 1906, 


villages. Home circulation. 


Lg oy Dispateb and Daily. 


17.7 
RHODE ISLAND 
Pawtucket. Evening Times, Aver, ctreulation 
Sor 1906, 17.118 (sworn). 


Providence. Daily Journal, 18,051 («@6), 
Sunday, 21,840. :O@). Erening Bulletin &6,- 
620 average 196 P rovidence Journai Co.. pubs, 


Providence, Tribune. Morning 40.34, 
Evening 81.118: Sunday. 16,220. M 
progressive paper inthe field. Evening 


edition guaranteed by Kowell’s Am. N.D. 








Westerly.Sun. Geo. H. Utter, pub. aver. 1906, 
4.627. Laryest circulation in Southern R. 1. 


SOUTH CAROLINA. 


Charleston, Evening Post. Actual dy. aver- 
age fur 196,4.474. Decemoer, 1906, 4.785. 


Columbia, State. Actual aver- 

age for 1906, daily (@ ©). 11,287 

UA copies; semi- a 6625; Sun- 

iC) R day ‘OO. 1906, 238, Actual 

he N average “for jirst ro months, 4907 

EED daily .O@) 12,940, Sunday (@O) 
18,769. 


Spartanburg, Herald Actual average cir- 
culation for first nine months /907, 2,621, 


TENNESSEE. 

Chattanooga, News. Aver. 3 
mos. ending Dec. 31, 1906, 14,707. 
Only Chattanovga paper permit- 
ting examination circulation by 


GVA 
AN Assoc. Am. Advertisers. Carries 
TEEO more advg. in 6 days than morn- 
ing paper7 days. Greatest Want 
Ad medium. Guarantees largest 
circulation or no pay. 





Knoxville, Journa) and Tribune. 
Daily average ve ar ending December 
34, 1906,18,692. Week-day average now 
in excess of 15,000. The leader. 


Memphis, Commercial! Appeal. daily. Sunda 
weekly. First six months bes av.: Dy.,41,78 : 
Sunday, 61,485; weekly. 81,212. Smith & 
Thompson, Kepresentatives. N.Y. and Chicago. 


Nashville, Banner. daily. aver. for vear 1906, 
$1,455; Jan, 197, 88.238; Feb. 1907, 87.271. 
TEXAS. 
El Paso, Herald. Oct.. ar., 8,155. More than 
both other El Pasowailies. Verified by A. A. A 
VERMONT. 


Save. Times, daily. F. E. Langley. Aver. 1905, 
3: 7906,4,. 018, 








Bennington. Banner, Saity. T. E. Howe. 
Actual average for 196, 1.98) 
Buvilegten, Free Press. Daily average for 
1906. 8.45 la city and State circula- 
tion, pe by Asso. of Amer. Advertisers. 
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Rutland, Herald 


Average 1904, 8.527. A» 
erage 1905, 4,236. x 


Average 1906, 4,677 


St. Albana, Messenger. daily. Actual are ive 
Sor 1905, 8,051; Jor 1906, 8.88 copies per i- ie, 


VIRGINIA. 


Richmond. Modern Farming. mo. 
Sor jirst five months of 1907, 14.425. 


WASHINGTON. 


Seattle, Post Intelligencer (OO 

Av., for Oct.. 1907, net—Sunday 
48,826; Daily, 85,808; week day 
84,041, Only sworn circulation 
in "Seattle. Largest genuine and 
cash paid cireulation in Washing 
ton ; highest quality, best service 
greatest results always. 


Are: we 





Seattle. The Daily and Sunday 

Times lead all newspapers on the 
Pacifie Coast nortn of Los Auceles 

in amount of a - mted 
daring first 6 mos. 1907. arest 
rival was beaten by over 134.401 
inches display and 180.000 lines of 
classified. That t-ils the story of 
Average for 1996, was 42,172 dailu, 
Average for Sept., 1907, were 
99, Evening 47, 5%, Sunday 


results, 
56,794 Sunday. 
--Morning. 16,7? 
66,801. You get the be-t qualitv and largest 
quantity of proven circulation perfectly blended 
when you buy space in tne limes. the biggest 


newspaper success of the last decade on the 
Pacific Coast. 

Tacoma, Ledger. Averaye /906, daily, 16,059, 
Sunday, 21,798. 
Tacoma, News. Areruge 1906,16,109; sut- 
urday, 17,610, 


WEST VIRGINIA. 
Parkersburg, Sentinel. daily. R. E. Hornor, 
pub. <Averaye for 1906. 2,640, 


Ronceverte. W.Va. News. wy. Wm. B. Blake 
& Son, pubs. ver. 1906, 2,220. 


WISCONSIN. 


SR A 
One Paper Covers the Field. 


It is absolutely impossible to cover South- 
ern Wisconsin completely without using the 
Janesville Gazette. Between its Daily 


and Semi-Weekly editions it has over 6,00 

circulation and reaches 30 out of 39 of the 

population in its ‘district. Figures proven. 
M. C. WATSON, 1509 Home Life Bldg., N. Y 
A. W. ALLEN, 1502 Tribune Bldg., Chicago 








Madison, State Journal. dy. Average 1%, 
&%,602;Jan., Feb., Mar.,1907, 4,834; Apr., &.106. 





Milwaukee, The Journs!.eve.. 
a wet ee circulation for 


Iet., 58,450 daily: guin over 

GUAR 1906, 7.238 daily. \aidcily 
AN cire iuiation ALONE greater tha! 
TEED TUTAL paid of any othe: mr 
; also 


waukee daily or Sunda 
more advertising carried 


Milwaukee, Evening Wisconsin. d’y. 41. 19% 
28.480 (©). Carries largest amount of ad 
vertising of any paper in Milwaukee. 

Oshkosh, Northwestern. daily. averuve for 
1906, 3.099. 


cam T WISCONSIN 
sae Agricorronist 
Racine, Wis.. Extab 187%. 
Actual weekly ‘er jor 
ended Sept. 30, 56. if 


Sreuetion | in ier 


sin than any other 
#3.50 an inch. NF Of.’ e, fon 








Mentntier. Argus, daily. Actual average 
Sor 1906. $,280 copies per issue. 


ple Ct. W.C. iiohardes , Mr 
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WYOMING. 


Cheyenne, Tribune Actual daily average rt 
for 98, &, 1ZE; semi-weekly, 9 MO8., ’07, 4,294, 


BRITISH COLUMBIA. 


Vai anges ver, ag daily. Av e for 
19, 10,161; Nov. 1907, 15,677. H. DeClerque, 
0.s. Noor. , Chicago and ay York. 


MANITOBA, CAN. 


Winnipeg, Free Press, d@ily and weekly. At- 
erace for 1906, daily, 84,559; daily Nov, 1907, 
86,480, wy. av. for mo, of Nov., 22,525. 





Winnipeg, Der Nordwesten. Canada’s Ger- 


man newsp’r, Av. 196. 16.177. Rates ite. inch. 


Average 6 mos, 1907, 


iianipes. Telegram. 
22,961. eekly av. 19,586. Flat rate, 3c. 


QUEBSO, CAN. 
Montreal, Ia Pre-se. Actual average, ‘908, 
daily Toe OBt. weekly 49,992, 


———, 
Monireul, The Daily Star and 

The Family Heraid and Weekly 

Star have nearly 200.000 

ers, representing 1,000,000 

—one-fiftn Canada’s pulation. 

Av. cir, of the eo) shar 4 us rad 

60,954 copies daiiy; t 

Star, 128,452 copies ay (mane 








THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote fer the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





COLORADO, 


\ TANT advertisers get best results in Colorado 
Springs Evening Telegraph. 1c. a word, 


CONNECTICUT. 
N ERIDEN, Conn.. MoRNING K3coRD; old es- 
4 tablished tamily newspaper; covers field 
60,00 high-class pop.; leading Want Ad paper. 
Classified rate. cent a word: 7 times.5 cents a 
word. Agents Wanted, halt a cent a word. 


DISTRICT OF COLUMBIA, 


er rer and SunDaY Star. Washington. 
© ©). carries DOUBLE the number of 
Wast Ane of any other paper. Rate lc. a word. 


ILLINOIS, 
ff. HE DAILY NEWS is Chicago’s “Want ad” 
D.raetory. 


s (e © TRIBUNE publisnes more classified ad- 
vertising than any other Chicago newspaper. 


INDIANA, 


age HE La pn ag Sah 13 NEWS prints every day 
eek, every month and every year. 


_ mere pala classified (want) advertisements than 


ul} the other Indianapolis papers combined. The 
total number it ae in 1906 was 315,300, an 
average of over 1, ery day, which is 126,929 
more than allthe ‘other indianapolis papers rs had, 





The Lake County Times 


Hammond, Ind. 


sn Poto- -Date Evening Paper. Four Edi- 
tons Dai 
The advertising medium par excellence of 


e Calumet Region. Read by all the pros- 
- ° vous business men and well-paid mechan- 
has been accepted as the 
rial Center of America.” 
Circulation over 10,000 daily. 


STAR LEADS IN INDIANA, 


ing the Jast eleven months the LsDIANAPOLIS 
$145 ‘carried 544.40 more columns 6f. fi@id classi- 
fied advertising than carried by itsmearest «om- 
pet.tor during the same period. The STaR gained 
1726.34 columns over the corresponding months 
of ‘ast year. During the past two years the 
ST4x 8 circulation has exceeded that of any other 
Indiana ‘newspaper, kate, six cents ver line, 














IOWA. 
é te Des Moines KEGISTER AND LEADER; only 
morning paper: carries more “want” ad- 
vertising than any other lowa newspaper. One 
cent a word, m’thly rate $1.25 nonp. line, dy.& Sy, 


MAINK. 


H EvRNING EXPREss carries more Want ads 
than all other Portinnd dailies combined. ~ 


MARYLAND. 
fb Baltimore News carries moré Want Acs 
than any otner Baltimore oaily. It is the 
recognized Want Ad medium of Baltimore. 


MASBACHUBET TSB, 
ui Hk Boston KVENING TRANSCRIPT is the great 
resort guide for New Englanders. ‘they 
expect to find all good places listed in its adver- 
tusing columns, 


Hr Fx W Ye Wr Ye 


ME BUSTON GLOBE, daily and Sunday, for 
the year 1906, printed a total of 444.75’ paid 
Dithe on There was a gain of 17,530 over the 
— 1905, and was 201,569 more than Kd other 
Boston paper carried for the year 1 


tote tote tet 


WORD AD, 10 cents a ‘cents a day. Dairy ENTFR- 
PRISE, Brockton, Mass. Circulation, 10,000, 


MINNESOTA, 


HE MINNEAPOLIS TRIBUNY is the recognized 
Want ad medium of Minneapolts. 


~T. PAUL DISPATCH, St. Paul, Minn.. covers 
its field. Nine months’ average, 68, 833, 


The Minneapolis JOURNAL, Vaily 
and Sunday, cerries more clas 
sitied advertising — any other 
Minneapolis a No free 
Wants and no Clair rvoyant nor 
objectionable medical advertise- 
ments printed. Cinssified Wants 
printed in Nov., 142,142 lines. In- 
dividnal advertisements, 20,491. 
Eight cents per agate line per in- 
sertion, if cha No ad taken 
for less than 24 cents. tre cash ac- 
© ©] companies order the rate is 1c. a 
word. No ad taken iess than 2v0c. 
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CIRC’LAT’N (HE Minnxvapoits TRIBUNE is 
the old Minneapolis daily 
and has over 100.000 sub-cribers. 
It publishes over 80 columns of 
Want advertisements every week 
at fuli price ‘average of two 
pages a day); no free ads; price 
eovers both oie | and even- 
ing issues. ate. 10 cents per 
by Am. Newes jine, paily or Sunday 
pauper Ditory 


UA 
See 
TEED 


MIsSOUKIL. 
é ke Joplin GLOBE carries more Want ads 
th in all other papers in Southwest Missouri 
One cent a 


combined, because it gives resuits. 


word. Minimum, lic. 


MONTANA, 
Anaconda STANDARD is prom ue _— 
ve 


a 
Want-Aa” mednim; Ie. a age 


crculat’n (first 6 mos. 1907), 11,187; vandaag, | 13, 068, 


NEBRASKA, 
fT HE AMERICAN FARM LIBRARY. Edgar, Nebr. 
Monthly. Circul » 25,000, Rate, 2c. per word. 


NEW JERSEY. 


EWARK, N. J, FREIE ZEITUNG (aily xnd 
Sunday) reaches bulk of city’s 100,000 Ger- 
One cent per word ; 8 cents per month. 


7 
N 
mans 

ERSEY CITY Eveninc JOURNAL leads allother 
e Hudson County newspapers in the number 
of classified ad« carried. It exceeds because ad- 
vertisers get prompt results. 


NEW YORK. 


F  Ngercaced EVENING JOURNAL. Vastern N. 
best paper for Wants and classified ads. 


Y.’s 


RGUS, Mount Vernon’s only daily. Greatest 
Want Ad medium ia Westchester County. 
Vy TEEKLY RECORD, Brooklyn. 2c —5,000 sold 
every Friday. Waut Ad medium. lc. a word. 
dt le NEWS with over 95,000 circulation, 
isthe only Want Medium in Buffalo and the 
oon est Want Medium in the State, outside of 
ork City. 
JRINTERS’ INK, publishea weekly. The rec- 
ogbizes and leaging \\antaa medium for 
want ad meaiums. mail order artel 28, adver’ tis 
ing hovelties, printing. typewritten citcuiars, 
rubber stamps, Gflice deviees. adwriting. half 
tone makin, and practicativ anything whicn 
interests and appeais to acivertisers and ousi- 
ness men, Classified agvertisements. 20 Cents 
a line per issue flat, six worvs to a line, 


Onio. 
7 OUNGSTOWN VinpicaTor—Leading * Want” 
medium. le. per “ora. Largest circulation. 
OKLAHOMA. 
f—FYHE OKLAHOMAN Ota. City, 21,381. Publishes 
more Wants than auy 7 vkla, ccmpetitore. 
PENNBYLVANIA. 
x hae Chester, Pa.. LIMES carries from two to 


tive times more ciassifiea ads than any 
Other paper. Greatest circulation. 


RHODE ISLAND 
fA EvENING RULLETIN—By far the largest cir- 
culation and the be-t Want medium in R. i, 


ROVIDENCE TRIBUNE, morning and even- 
ing, 43,900, brings results, cost the lowest. 


SOUTH CAROLINA, 
os Columbia STATE (©©) carries 
more Want ads than any othe 
South Carolina newspaper. 
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CANADA. 
A PRESSK, Montreal. Largest daily circni;. 
tion in Canada without exceouun. (Daily 
100.087. Saturdays 117,000—sworn to.) Carries mo)e 
want ads than any newspaper in Montreal. 
MQVHE DatLy TELVGRAPH, St. John. N. B., is the 
want ad medium ot the maritime province: 
Largest circulation and most up to-date paper f 
Eastein Canada, Want ads ove cent a wor, 
Mivunum charge 25 ++-nts. 
T= Montreel DalLy STAR carries more Wa:.t 
advertisements than aj! other: Montreal 
dailies combined. The FamiLy HeraLp axp 
WEEKLY STAR carries more Want advertiseme ts 
than apy other weekly paper in Canada. 


—_—_—_———- > 
DOUBLES ITS PRICE. 

After, December 1 it announced 
the weekly edition of the Memp 
News-Scimitar will cost fifty cents 
stead of twenty-five cents per year, 
formerly, The Weekly News-Scimi: 
is a good paper for the farmers a 
others who do not take a daily ne 
paper, and the management finds th 
to publish such a paper its subsc: 
tion price must be raised. It is 
wise conclusion. The cost of publi-h- 
ing newspapers is steadily increasi: 
much faster than the receipts jus 
and there is hardly a clear-headed 
lisher in the country whe is not 
zling his brains in an effort to 
monize outgo and income. The 
is we shall not be surprised te see 
advance in, subscription and adve 
ing rates all over the country be 
long.—Nashville American. 


1s 


——~___ — 

OUR. OLD FRIEND BORSODI. 

Our old friend William Bors 
formerly connected with numer: 
publications in Chicago and New York 
has succeeded in resurrecting he 
Advertisers’ Weekly, which he clain 
that publishers need more than any 
other paper. If so, publishers shi 
be willing to pay cash for it, inst 
of having. an opportunity to run mn- 
ing company advertising in exchanve 
for advertising in the Advertis 
Weekly. \A careful review of publ 
tions started on similar lines would 
indicate that 3orsodi would |! 
smooth sailing, unless he has some 
usually new ideas that will interest 
publisher more than the past effort- 
trade space publications.—Publis/ 
Guide. 


<2, 


ow ISHEARD Ago 


THIS WATCIL MAKES A FEARFUL RACKET. 
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(© ©) GOLD MARK PAPERS@O) 








Out of a grand total of 22,898 publications listed in the 1907 issue of Rowell’s American Newspae 
per Directory, one hundred and twenty are distinguished from all the others by the so-called gold 


marks (@©). 





ALABAMA, 


THE MOBILE REGISTER (©©). Established 
1821. Richest section in the prosperous South. 


WASHINGTON, D. c, 
Nearly oveuguedy in Washington subscribes to 
THE KVKNING AND SUNDAY STAK. Average, 
1906, 35,577 «@@). 


ILLINOIS. 
THE INLAND PRINTER, Chicago.(@ ©) Act- 
nal average circulation for If 1905, 15,866. 


BAKERS’ HELPER (© ©), Chicago. only “Gold 
Mark” journal for baxers, _Oldest, best known. 


TRIBUNE (© ©). Only paper in Chicago re 
ceiving this mark, because TRIBUNE ads bring 
tatisfactory results. 

KENTUCKY. 

LOUISVILLE. COUMER SOUR AL (©). 

Best paper in city; read by best people. 
MAINE. 

LEWISTON I: VENING JOURNAL, rs a aver- 
age August. 1907, 8.067; weekly, 17,705(© ©); 7.44% 
increase daily over last year. 

MASSACHUSETTS. 

RBeoaton, Am. Wool and Cotton Reporter. Kee- 
oznized organ of the cotton and wuolen indus- 
tries of America (© ©). 

BOSTON EVENING TRANSCRIPT (©). estab- 
lished 1830. The only vold mark dai.v in Bosten. 

TEXTILE WORLD RECORD (@©), Boston. The 
medium through which to reach textile mills 
using 1,885,000 horse power. 

WORCESTER L'OPINION PUBLIQUE (@ ©) is 
the ivading French daily of New England. 


MINNESOTA. 

PIONEER PRESS (@©©), St. Paul, Minn. Most 
reliable paper in the Northwest, 

THE MINNEAPOLIS JOURNAL (© ©). Largest 
home circulation «nd most productive circula- 
tion in Minneapolis. Carries more loval advertis- 
ing, more classified advertising and more total 
advertising than avy paper in the Northwest. 


NEW York. 

NEW YORK TIMES (@©). Largest gold-mark 

tales in New York. 

BUFFALO COMMERCIAL (@©). Desirable 
because it always produces satisfuctory resuits. 

BROOKLYN EAGLE (@©) is THI nen 
medium of Brooklyn, 

ENGINEERING NEWS (OG (OO).—A sania of 
the highest character. —Times, Troy, 

NEW YORK DRAMATIC MIRROR (Q©). The 
leading theatrical paper of the world. 

THE POST EXPRESS (@©). Rochester, N.Y. 
Best advertusing medium tn this section. 

ARMY AND NAVY JOURNAL, (© ©). First in 
its ciass in circulation, influence and prestige. 

SCIENTIFIC AMERICAN (© ©) has the largest 
circulation of any technical paper in the world, 

VOGUE (@©) carried more advertising in 1906 
than any other magazine, weekly or mouthly. 

DRY GOODS ECONOMIST (@6), the recog- 
nized authority of the Dry Goods and Depart 
ment Store trade. 

ELECTRICAL REV!EW (© ©) covers the field. 
Read and studied by thousands. Oldest, ablest 
electrical weekly, Reaches the buyers. 





NEW YORK HERALD (@©). Whoever men- 
tions America’s fell hewspapers menDtions 
the New York HERALD first. 


CENTURY MAGAZINE (© ©). There area few 
people in every community who know more 
than all the others. ‘These people read tne 
CENTURY MAGAZINK. 


STREET RAILWAY JOURNAL (© ©). The 
foremost ret ia on city and interurban rail- 
roading. Average circulation 8,200 weekly. 
McuRAW PUBLISHING CUMPANY, 


HARDWARE DEALERS? es. 

In 1906, averave issue, 20.791 

svecimen copy maileo upon * eal, 

D. T. MALLETT, Pub.. 253 Broadway, N. Y. 


THE ENGINEERING RECORD (@©). The 
most eprom. civil engineering journal in 
the world, Circulation averages over 14.000 per 
week. MCGRAW PUBLISHING COMPANY, 


FOREST AND, STREAM, (ce) 


rgest circulation of any eee swe 
ans to wealthy recreationists. Write 


NEW YORK TRIBUNK (@ ©). daily and Sun- 
day. Established 1841. conservative, clean 
and up-to date newspaper, whose readers repre- 
sent inteileer and purchasing power toa hign- 
grade advertiser. 


ELECTRICAL WORLD (@@).. Established 1874, 
The great international weekly. Cir. audited, 
verified ang certified by pod ———- of Amer- 
ican Advertisers. Av, weekly cir. during 1906 
was 18,827. McouRAW PU BLISHING COMPANY. 


PENNSYLVANIA. 

THE PRESS (@©) is Philadelphia’s Great 
Home Newspaper. It is on tae Roll of Honor and 
has the (;uaraptee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paper. Sworn circulation of The iiily Press, 
for 1906, 100,548; The ‘Sunday Press, 137.863. 


THE PITTSBURG 
o DISPATCH eo 


The newspaper that judicious advertisers 
always select first to cover the rich. pro- 
ductive, Pittsburg fied ‘mly two cent 
morning paper assuring a prestige most 
protitabie to advertisers arrest home 
delivered cirewWation in Greater Pittsvurg 














RHODE ISLAND. 
PROVIDENCE JOURNAL (© ©). a conservative 
enterprising newspaper without a single rival. 


SOUTH CAROLINA, 

THE STATE (QO), Columbia, 8. C. Highest 

quality, largest circulation in South Carolina. 
VIRGINIA. 

THE NORFOLK LANDMARK (© ©) is the 

home paper of Norfolk. Va. That speaks volumes, 
ASUINGTON. 

THE Post INTELL IGENCER (© Seattle's 
most progressive paper. Oldest in Bess clean, 
reliable, influential. Ali home circulation. 


ONBIN, 

THE MILWAUKEE "EVENING WISCONSIN 
(Q©), the only gold mark daily in Wisconsin 
CANADA. 

THE HALIFAX AFRAID (© ©) and the EVEN- 

ate. 


ING MAIL. Circulation 15,558, 
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Printers’ Ink. 
A JOURNAL-FOR ADVERTISEES. 


PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


THE 


OFFICE: NO. 10 SPRUCE ST., 
New YorRK City. 
Telephone 4779 Ceekman. 


President, RopertT W. PALMER. 
Secretary, Davip MaRcvus. 
Treasurer, GEORGE I’. :OWELL. 
The address of the company is the address of 
the officers. 
London Agent. F.W. Sears, 50-52 Ludgate Hill, E.C, 


iw Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. Un receipt of five dollars four paid 
subscriptions. sent in at one time, will ve put 
down for one year each and a larger number 
at the same rate. Five cents a copy. Three 
dollarsa hundred. Being printed from electro- 
type plates, it is always possible to supply back 
numbers, if wanted in lots of 500 or more, but in 
all such cases the charge will be five dollars a 
bundred. 

ADVERTISING RATES 

Advertisements 20 cents a line, pearl measure 
15 lines to the inch ($3); 200 lines tothe page ($40) 

For specified position selected by the adver- 
tisers, if granted, douvle price is demanded, 

On time contracts the last copy is repeated 
when new copy faiis tv come to hand ope week 
in advance of ey of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. 4 

Two lines smallest advertisement taken. Six 
words make a line. 

Everything appearing as reading matter is in- 
serted free. 

All advertisements must be 
week in advance. 


New York, Dec. 18, 1907. 


handed in one 











Wuat you do—more than any- 


thing else—strengthens or com- 
bats what you say. 

Doinc a little better than the 
advertisement promises will prove 
to be a paying asset. 

A RECENT window placard, seen 
in-a clothing store, reads: “In 
thinking for your benefit we think 
for our own.” 

You can prove your own con- 
fidence in advertising by continu- 
ing present contracts, and mak- 
ing new ones. Just now is no 
time to reef sail. 

—_— 

Westward Ho is the name of a 
western Canadian monthly, pub- 
lished at Vancouver. Its pub- 
lishers state it is the only ten 
cent standard size magazine 
published in Canada, 
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LaCoste & MAXWELL. New 
York, Special Agents, moved their 
offices December 14th, from 140 
Nassau _ street to larger quarters 
in the Monolith Building, 45 
West 34th street. 


Philadelphia a Philadelphia 
ress in its issue 


Arithmetic. of December 2d 


asserted that the Press was the 
only morning paper in Philadel- 
phia to’. show a gain in display 
advertising for the eleven months 
of 1907' over the corresponding 
eleven months of 1906. In its 
issue of December 4th the Record 
stated that the assertion, so far as 
that paper is concerned, was “in- 
correct, tmjust and misleading.” 
It further stated that the Record 
gained 57.900 agate lines in dis- 
play during the period in question, 
and 52,258 agate lines in display 
and classified combined. It as- 
serted, in addition, that the Press 
lost during the same period 27,- 
545 agate lines in display and 
classified business, and that the 
“Record is prepared to show the 
accuracy of the figures.” Granting 
that. the Press is correct in 
stating that it gained 81,930 lines 
of display advertising during 
these eleven months, and that the 
Record is correct in stating that 
the Press lost 27,545 lines in both 
display and classified during the 
same period, a simple arithmetical 
calculation’ gives 119,475 __ lines, 
which the Press must have lost in 
classified business during — th 
period. This is equivalent to some 
400 newspaper columns during 334 
days, or approximately one anid 
one-fifth columns. a day. 

The average layman is not apt 
to care two straws about this 
The Press and the Record are 
both valuable papers and each has 
a strong following. Each _ has 
secured the Guarantee Star of 
Rowell’s American Newspaper 
Directory. Both of them, how- 
ever, cannot be correct in their 
recent statements of comparativ: 
business, and the erring on 
should resolve to sin no more. I 
comparative statements must 
needs be published, let us hav 
them truthful in every particular 
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Back Up has had cause on 


Your Belief. wore than one 


occasion to assert its belief that 
publishers are, as a class, more 
jearful of expending money in 
sune, legitimate advertising than 
almost any other sort of business 
men. Recently a letter was print- 
ed from a publisher who did not 
care to advertise because business 
was falling off. No wonder he 
was losing business! It is really 
«a more serious matter for pub- 
lishers to lose faith in advertising 
than it is in the case of others, 
because he has no business to go 
after advertising orders if he is 
afraid of the medicine he pre- 
scribes. If he thinks a_ business 
storm is brewing does he advise 
his advertisers to cancel their 
contracts and wait until the tide 
turns in their favor before re- 
suming their advertising? Not 
he. Rather he asserts that ad- 
vertising should be continued with 
vigor and enthusiasm, in order to 
retain old buyers and secure new 
ones. In this he is correct, but 
at heart he doesn't believe it. At 
the very time when advertising of 
his own would go far to reassure 
advertisers in general, the pub- 
lisher decides that he must needs 
retrench and “economize.” 

All publishers do not belong to 
the class just described, and the 
success of those who do not is 
proof enough of their wisdom. 
Chief among those who have the 
courage of their convictions, and 
do not slacken pace during 
periods of depression is Cyrus 
Curtis of Philadelphia, who spent 
$50.000 in advertising the Christ- 
mas issue of the Saturddy Even- 
iig Post alone. Last week the 
Post had a half page in many 
metropolitan dailies, with the fol- 
lowing copy: 

PUT YOUR CONFIDENCE IN CIR- 
CULATION. 


_ Cowardice and Panic shy at every 
bit of paper in the road and back into 
the ditch. 
_ Confidence and Courage settle down 
into a steady trot and get there. 
Speculation and Inflation invariably 
rum away and smash the rig. 
The Saturday Evening Post has been 
vreaching from these texts all through 
the late unpleasantness. It wants to 
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gen- 
against 


put a little of its confidence in 
eral circulation, It is issued 
the solidest, safest assets in the world: 
Good crops that are bringing high 
prices; empty warehouses and an un- 
satisfied demand. These conditions 
have resulted in an increase over last 
year of one hundred thousand copies 
the week in the circulation of the 
Saturday Evening Post. To take care 
of this business we have ordered eight 
new presses, so that we can increase 
our edition next year to one million 
copies the week. We are pushing work 
on the plans of our new three million 
dollar building. Instead of canceling con- 
tracts, laying off employees, curtailing 
production, we have gone right ahead 
on the assumption that business is 
sound, and have spent fifty thousand 
dollars in advertising a single number 
of the Saturday Evening Post. The 
result justifies our confidence. Adver- 
tising helped enormously in the build- 
ing up of our business, We can help 
build up yours, 

Dig up that talent and start it earn- 
ing. 

THE 


“SATURDAY 
POSE, 
Philadelphia. 


EVENING 


The. Christmas issue of the 
Saturday Evening Post contained 
17,365 lines of advertising, while 
the total advertising carried in all 
four issues of December, 1906, 
was but 27,531 lines. And the 
Post is about the only weekly of 
national circulation that shows a 
gain in the first December issue 
over the corresponding number a 
year ago. As another Curtis ad- ° 
vertisement said recently: 

“When one man in a race goes 
to sleep it is a mighty good time 
for the other man to keep on and 
win.” 


Tue Newport, R. I, Mercury 
has this paragraph at the head of 
its columns: 


The Newport Mercury was estab- 
lished in June, 1758, and is now in its 
one hundred and fiftieth year, It is the 
oldest newspaper in the Union. and, 
with less than half a dozen exceptions, 
the oldest printed in the English 
language. 

No definite and _ satisfactory 
statement of copies printed has 
ever been secured by Rowell’s 
American Newspaper Directory 
from the publishers of the Mer- 
cury, but it is credited with a 
regular issue in excess of 2,250 
copies, which is very creditable 
for such an old paper as. the 
Mercury. 
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THE name of Hearst's Adver- 
tising Agency has been changed 
to the National Newspaper 
Agency. 

Joun Hancock, formerly of the 
Frank Presbrey Agency, New 
York, is now connected with the 
Morse International Agency, of 
that city. 


“Tue Girl in Our Most Up-to- 
date Advertising” is the title of 
an article in Profitable Advertis- 
ing. In Boston, just what is the 
meaning of “most up-to-date?” 
Does it mean “ahead-of-the- 
times?” If so, is not Profitable 
Advertising dealing in futures? 

Farm Journal, Phila- 

delphia, has submitted 

a detailed report of 

copies printed during 

1907 to Rowell’s Amer- 
ican Newspaper Directory, show- 
ing an average monthly issue of 
573.083 copies. This is the first 
complete report received for 1907, 
and thus Farm Journal adds an- 
other distinction to its list, 


THERE was a famous publisher 
in New York, as far back as the 
’20s of the last century, named 


Mahlon Day. He dealt in picture 
books mostly; and one of the lat- 
ter, made of City of New York 
views, included his own store as 
it looked in 1825. On the book 
named he put this advertising ap- 
peal: 
“Here you have a picture small, 
Of New York far renowned; 
But recollect when it you read, 
Where others can be found.” 


ARTHUR CAPPER, proprietor of 
the Capper publications in Topeka, 
Kansas, has just closed a corn- 
growing contest, which was en- 
tered upon by over 3,000 young 
farmers under eighteen years of 
age. Valuable prizes, including 
one cash prize of $100, were of- 
fered for the best ears of corn 
exhibited. The exhibition was 
held in the largest hall in Topeka, 
and a professor in the State Ag- 
ricultural College awarded the 
prizes. 
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J. F. Durry, of Bright & 
Verree, New York — Special 
Agents, will shortly join the staff 
of Smith & Thompson, of that 
city. 


Tue Evening Mail, Galesburg, 
Ill., has been sold to the Mail 
Company, a new corporation com- 
posed entirely of local men. 


R. F.;R. HuntsMAN says that 
shooting * wild turkeys is very 
much like soliciting advertising 
for the Brooklyn Standard Union 
—it gets easier every day. Mr. 
Huntsman. shoots more than 
feathers when hunting turkeys, 
and he has proved to his friends 
that he knocked down five of 
these exceedingly wary game 
birds during his recent two 
weeks’ stay at a Virginia club. 


fhatever faults 
Carlyle on Whateve uults 
Ad isi Thomas Carlyle 
ivertis m&- may have had, in 
making assertions and prophecies, 
it seems that he had a pretty cor- 
rect idea of the value of publicity, 
In a private letter of his which 
has just been discovered—and 
which’ was written  eighty-two 
years ago—he writes to his pub- 
lisher as follows, in reference to 
his Life of Schiller: 

“The Printer and I are within 
sheets of the end of Schiller’s Life. 
Unless there be some delay in the 
boarding, the book will be ready 
in a few days.......Whatever adver- 
tising you mean to bestow on Schiller 
may now go on forthwith. Allowing 
for all accidents...... the first of Feb- 
ruary might with confidence be = an- 
nounced as the day of publicaticn. 
_In_ the newspapers you are e¢n- 
titled further to say that it includcs 
extracts from his writings and notices 
of his contemporaries, but the very 
shadow of a puff is a thing I woul 
have avoided 

I think it cannot fail of selling cx- 
tensively enough to bring you hand 
somely out of the concern, provirte: 
the public are made aware of its ex- 
istence.” 

The clause beginning with 
“provided” gives the fundamentai 
truth of all advertising; and that 
is that the public must know what 
is offered before they can buy it. 
That Carlyle saw this, and said it 
so clearly over two generations 
ago, is highly interesting. 


four 





PRINTERS’ INK. 


Cuartes M. Patrerson, of A. 
R. Elliott's Agency, New York, 
has again joined the force of the 
Hampton Company, which he left 
io go with Hand, Knox & Cone. 


One of the most creditable 
Christmas editions of newspapers 
is put out annually by the Toron- 
to Globe. The number just is- 
sued contains literary matter and 
illustrations of real value. The 
supplementary pictures in color 
are deserving of special mention. 

GrorGe FRENCH is an admirer 
of pretty girls. The December 
issue of Profitable Advertising 
contains thirty-six pictures of as 
many fair maidens, and the table 
of contents has these entries: 
“Beautiful Girls for Attractive 
Advertising,” “The Girl in Our 
Most Up-to-date Advertising,” 
“Girls for Good American Ad- 
vertising,’ “Types of American 
Girlhood,” “Harrison  Fisher’s 
‘Sun Bleach Girl,’” and “Notes, 
and a Trio of Pretty Girls.” 
What's the answer? 


Tue Town Crier’s Club of St. 
Paul, Minn., a few days ago, ap- 
pointed a committee to co-oper- 
ate with a similar committee from 


the advertising men of Minne- 
apolis to formulate a plan for an 
advertising campaign which will 
exploit the whole Northwest. 
Several months ago the Town 
Crier’s Club organized the adver- 
tising work for the city of St. 
Paul, and it is now desired to ex- 
tend this work. Ajunion of all 
the commercial clubs of the larger 
towns and cities of Minnesota 
will soon be consummated. A 
meeting is to be held in St. Paul 
January 16, at which time the ad- 
vertising plan will be presented, 
which aims at direct co-operation 
with the efforts of the State Im- 
migration Bureau, also recently 
organized. Curtis L. Mosher, 
manager of the Consolidated Pub- 
licity Bureau of St. Paul, is chair- 
man of the committee to draft the 
plan. for this extensive exploita- 
tion—Herbert H. Smith, Pioneer 
Press, St. Paul. 
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The most valuable traveling 
man is the one who, in addition to 
taking care of his trade and hold- 
ing his customers, makes as many 
calls as possible on those whose 
would like to have. 
He does not get discouraged, but 
time after time, and year after 
year, follows up every prospect on 


business he 


his route and continuously adds 
new names to his list of 
tomers, 


cus- 


It is the same way with printed 
matter of the right kind sent out 
at regular intervals. It holds 
trade by forestalling the attempts 
of competitors to take it away, 
and it gets new customers 
pleasantly but persistently calling, 
time after time, year after year, 
just as the 
does. 


This cannot be 
done in a hurry—one call will not 
prove sufficient, and perhaps a 
dozen will not be enough. 


by 


first-class salesman 


sort of work 


But it has been proved time 
after time that a carefully planned 
and properly executed of 
strong, original printed matter, 
sent out regularly to prospective 
customers. is one of the most sat- 
isfactory and profitable  invest- 
ments that any business man can 
make. 


series 


A department of our business is 
devoted exclusively to this class 
of work, and the results we are 
showing are most gratifying to 
those who utilize its services. 

GEORGE ETHRIDGE, 
THE ETHRIDGE COMPANY, 
41 Union Square, 
New York, 
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Joun Ham, of the Centaur 
Company, New York, who. re- 
cently suffered a painful automo- 
bile accident. is rapidly recover- 
ing and expects to be back to 
work before the first of the year. 








THE New York Advertising 
League has just elected officers 
as follows: 

President, Gerald B. Wadsworth; 
vice-presidents, John Clyde Oswald, 
Arthur F. Rice, J. W. Lindblow; sec- 
retary, H. Harrison Kress, 295 Fifth 
Avenue; treasurer, A. O. Leonard, 

The first dinner of the year 
was held Friday the Thirteenth, 





at the Aldine Club. 
Shoe dealers to 
Shoe Dealers the number of 
Organize. 130, trom all 


parts of the country, met in New 
York recently and effected a na- 
tional organization whose princi- 
pal object is the protection of the 
trade against the manufacturers 
who have invaded their _ tield 
with retail stores. Fred A. 
Merrigold of Troy, N. Y., con- 
ceived the idea of a_ national 
organization. He called a prelim- 
inary meeting at Buffalo early 
last September and outlined his 
plans tor a national body, 

The organization proposes to 
get up a line of shoes bearing the 
name of the association and to be 
sold only by members, who will 
thus have the hoped for advan- 
tage of national advertising. The 
retailers will have the shoes 
manufactured by an independent 
concern and will then compete 
with the manufacturers who have 
entered the retail trade. 

Heretofore retailers have been 
compelled to buy their stock too 
far in advance of the seasons, 
usually eight or nine months, and 
this they claim is a_ hardship 
which retailers in other lines are 
not compelled to suffer. With the 
organization shoes on the market 
they will have the advantage of 
<o-operative buying. 

The association will be incor- 
porated under the laws of New 
York. A. R. Markus of Pittston, 
Pa., was elected president. A, H. 
Millard of Troy treasurer and 
Mr, Merrigold secretary. 


PRINTERS’ INK. 





Side 
Pittsburg, 
receiver 


Trust Com- 
has been ap- 
pointed for the Shaw- 
Cassidy Co., Inc. This agency 
carried the accounts of the Drak- 
nel Stogie Company, Duff Mfg. 
Company, Eagle Paint & Varnish 


THe South 
pany, 


Company, Life Plant Company, 
Monarch Tile Company, New 
Century Flour, Pennsylvania 


Rubber Company, Pittsburg Hard- 
ware & ‘Home Supply Company 
and Riverview Chemical Co. 





‘ 9” O n 
‘*Eagle’’ Holds sonia 


Its Employees. 44 women. em- 
ployees of the Brooklyn Eagle, 
met in the editorial rooms to help 
Colonel William Hester, the 
president of the company, cele- 
brate the anniversary of his birth. 
The unusual feature of the cere- 
mony is found in the fact that 
forty-two of them have been in the 
Eagle’s employ for more than 
twenty-five years, while the re- 
maining seventy-two have been 
with the paper more than fifteen 
but less than twenty-five years. 
There is, perhaps, not another 
newspaper in the world that could 
muster so large a force of vet- 
erans, who have served with no 
interruption for so long a period. 

At the celebration brief speeches: 
were made by men representing 
each decade, and each speaker 
presented Colonel Hester with 
a gift from his constituents. 
William H. Sutton who spoke 
first, became an employee of the 


December 
114. men 


Eagle in 1844,—sixty-three years 
ago. He was the only person 


present whose term of service ex- 
ceeded that of Colonel Hester. 
Other speakers were Dr, St. Clair 
McKelway, editor-in-chief, who 
became associated with the paper 
in 1868, George F. Dobson, 
managing editor, who joined the 
ranks in 1873, and Herbert F. 
Gunnison, business manager. Mr. 
Gunnison has been with the Eagle 
only twenty-five years, but his 
brief address was given in the 
modest manner that is character- 
istic of the man and that is seem- 
ly in a youngster speaking before 
his elders, 











PRINTERS’ INK, 


Massachusetts, is to 


FITCHBURG, 
advertise itself as a proper place 
to accommodate new manufactur- 


ing plants and additional resi- 
dents. D. Charles O’Connor is 
chairman of the committee ap- 
pointed to raise funds and discuss 
ways and means, 








Tue publishers of Die Deutsche 
Hausfrau, Milwaukee, are sending 
out to advertisers and agencies a 


unique holiday remembrance. It 
is a German Christmas Tree 
Chime decoration, and while no 


advertisement appears thereon the 
publishers figure and rightly, that 
the recipients of their gift will 
use it year after year, as it can 
be taken apart and packed away, 
and the sight of the chime will 
always bring the donor pleasantly 
to mind. 


. James T. Wether- 
Pinkham ald, who places 
Expanding. the advertising of 


the Pinkham Medicine Company, 
writes Printers’ INK to correct 
the impression that for financial 
reasons the Pinkham accounts 
will be curtailed during 1908: 


“While Pinkham contracts are being 
made with the daily newspapers for 
1,000 inches instead of 1,350, which 
they received last year,’ Mr. Wether- 
ald writes, “that does not indicate that 
the volume of advertising to be placed 
by this concern is being decreased or 
curtailed. It is true that during 1908 
the Pinkham Medicine Company will 
use a smaller amount of space in each 
individual paper than they did during 
1907, but to offset this, their list is 
being increased by more than 1,000 
papers; so you will see that instead of 
being apprehensive of the future, the 
Pinkham Medicine Company have ev- 
ery confidence in their own business 
and the ‘signs of the times’: so much 
so, that they are extending their line 
of advertising in the total number of 
newspapers to be used greater than 
ever before. 

“T take the liberty 
this information, not only because I 
am desirous that a wrong impression 
should not be circulated in regard to 
the policy of the Pinkham Medicine 
Company, but I think that all adver- 
tisers should take an optimistic rather 
than a pessimistic view of the future. 


of giving you 


A great many smaller advertisers are 
influenced by the policies of _ the 
larger ones, and [ think that it is a 


patriotic duty of the larger advertisers 
to signify their confidence in the value 
of advertising and the future pros- 
perity of the trade.” 
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Tue B. H. Gladding Dry Goods 
Company, Providence, issues a 
“Christmas Shopping List” in 


handy form that ought to give 
world of advice to perplexed 
buyers. 





Tue Cramer-Krasselt Company, 
of Milwaukee, recently installed 
its third new Miehle press with- 
in a year, The press was officially 
set to work by F. H. Squier of 
the Pabst Brewing Company, 
after a bottle had been splinter- 
ed over the fly-wheel by a young 
lady in Cramer-Krasselt’s employ. 





the 
the 
in 


of the cars on 
of New York 
two advertisers 
the same lines of business are 
so placed that one of them is 
apt to nullify the value of the 
other. Over the door at the end 
of the car appears a large card 
with the bold announcement: 
“Danderine Grew this Hair,” 
while almost directly underneath 
it the Newbro’s Herpicide card 
offers a contradiction: ‘Hair 
Growers Don’t Grow Hair,” fol- 
lowing up this statement with a 
brief and plausible explanation of 
the whys and wherefores. The 
Newbro people make out a strong 
case and gain by having their 
card beside the ‘“Danderine”’ ad- 
vertisement. 


In 
“pe 


cards 


many 
roads 
of 




















AN EARLY COVER OF 


1908. 
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BUSINESS GOING OUT. 
Renewals on the Eskay’s Food busi- 


ness are going out from Morris & 
Wales, Philadelphia. 


The Long-Critchfield 
Chicago, is sending out 
ders for R. H. Shumway. 


Corporation, 
copy and or- 


Drew Elevated Carrier Company’s 
copy and orders are going out from 
the Long-Critchfield Corporation. 

J. Walter York, is 
sending out renewals and new orders 
for Marvel Co. to newspapers. 


Long-Critchfield Corporation, 
sending out orders for 
Co.’s campaign. 


Mr. Henderson, of Robert M. Me- 
Mullen & Company, New York, is ask- 
ing rates from newspapers on 10,000 
lines. 


Thompson, New 


The 
Chicago, is 
Bishop Furniture 


Harry Bentz, New York, is sending 
out orders to Canadian papers for the 
New York and Cuba Mail Steamship 
Company. 

The Greenville Tmplement Company’s 
advertising campaign, as prepared by 
the Long-Critchfeld Corporation, has 
been started, 


I. J. Rose, New York, is using space 
in newspapers for Silberstein & Com- 
pany, of that city, makers of the Carbo- 


Magnetic razor. 


Lord & Thomas, Chicago, are using 
10,000 lines, within a year, in news- 
papers for the Chicago, Rock Island & 


Pacific Railroad. 


The ads of the Miller Saw Trimmer 
Co., of Milwaukee, which are running 
in trade journals are products of the 
Hall-Taylor Co. 


The Lesan-Gould 
is making additional 
lines, with Colorado 


the U. S. Navy. 
The  Long-Critchfield 


Chicago, is sending out 
the advertising campaign 
sas City Vehicle Co. 


Richards & Staff, New York, are 
using large space in New York pa- 
pers for the Christmas advertising of 
Tiffany & Company. 


The Morse International Agency, 
New York, is increasing the orders for 
Sheffield’s Dentifrice from 2 to 3 times 
a week in newspapers. 


New orders, till forbid, are being 
sent to newspapers from the J. Walter 
Thompson Agency, New York, for the 
Frank C. Clark Tours. 

The  Long-Critchfield 
Chicago, is sending out 
American Harrow Company 


Louis, 
5,000 
for 


Agency, St. 
contracts, 
newspapers 


Corporation, 
orders for 
of the Kan- 


Corporation, 
orders for 
copy. 

is using 
northwestern 
A. Sturgeon 


George M. Savage, Detroit, 
30 inches, 3 times, in 
daily newspapers for W. 
& Company, of that city. 


PRINTERS’ INK. 


Orders for the Angle Manufacturing 
Co, are being sent out by the Long- 
Critchfield Corporation. 


W. F. Hamblin & Company, 
York, are using 325 lines in newspa- 
pers in large cities for the Irving Na- 
tional Exchange Bank, 


The A. H. Fox Gun Company, 
Philadelphia, is making yearly con- 
tracts with sporting magazines through 
Ayer & Son, of that city. 


The Amsterdam Agency, New York, 
is using 2 inches, 78 times, in news- 
papers in large cities east of Ohio, 
tor the ‘Atlantic Coast Line. 


Rudolph. Guenther, 
sending out 1 time orders to large 
Sunday papers, from 65 to 180 lines, 
for Dr. Bromley, New York, 

The Long-Critchfield Corporation 
has just closed a contract with the 
Freeport Correspondence Schools for 
general magazine advertising. 


The 


New 


New York, is 


Stevens Arms Company, Chic- 
opee Falls, is using space in a 
selected list of farm papers, through 
the Batten Agency, New York. 


Lord & Thomas, Chicago, are using 
space in newspapers, 200 lines, 2 and 
3 time orders, for the Chicago, Mil- 
waukee and St. Paul Railroad. 


The George Batten Company, New 
York, is placing large copy with New 
York City newspapers, as a starter, ad- 
vertising the Nelson Encyclopedia, 


Copy for Everstick rubbers, made 
by the ‘Adams & Ford Company, Cleve- 
land, is going to newspapers from the 
Fowler-Simpson Agency, Cleveland. 

Orders are being sent out by the 
Long-Critchfield Corporation for 
large January campaign for O. 
Chase—“‘The Paint Man” of St. Louis. 


The Agency, Boston, is 
placing some mail-order business in 
Sunday newspapers, for the Sawyer 


Publishing Company, Waterville, Maine. 


Humphrey 


V. Ewan, Cincinnati, is placing 
advertising of George S. Beck, 
in Sunday and weekly papers 


J. 
the 
medical, 
which have carried the business before. 


James A. Tedford, of the George DB. 
Van Cleve Agency, New York, is using 
78 lines, 4 times, in big Sunday papers 
for Dr, L. B. Hawley, of the same city. 


The Ohio Carriage Manufacturing 
Company campaign has been ordered 
started by the Long-Critchfield Corpor- 
ation. 


Kastor & Sons, St, Louis, are mak- 
ing 5,000 line contracts with weekly 
and semi-weekly papers for the Hap 
good Manufacturing Company of that 
city. 

The Country Life Cigar is being ad- 
vertised in a small list of New Eng- 
land papers, half pages being used_ by 

F. Hamblin & Company, New 
York, 





PRINTERS’ INK. 


are mak- 
southern 

of 
Rye 


& Sons, St. Louis, 
inch contracts with 
for KF. Westheimer, 
advertise Red Top 


Kastor 
ing 400 
newspapers 
Cincinnati, to 
Whiskey. 

The Long-Critchfield 
Chicago, is handling agricultural ad- 
vertising for F. W. Bird & Son, on 
Paroid Roofing and Neponset Sheath- 
ing Paper. 


J. Walter Thompson, New 
making 10,000 line renewal 
for southern Cotton Oil with 
newspapers, to advertise 
Hogless Lard. 


Corporation, 


York, is 
contracts 
suuthern 
Snewdrift 


Powers & Armstrong, Philadelphia, 
are sending orders to newspapers in 
cities where agencies are maintained 
for the Franklin Automobile, 14 inches, 
22 times, 1 time a week. 

The Morse’ International Agency, 
New York, is sending out propositions 
and orders to newspapers for the Or. 
Lyons tooth powder, 30 to 34 inches, 
once a week for a year. 


A campaign for the E. F. Pahl Baby 
Carriage Mfg. Co., of Milwaukee, is 
being executed by the Hall-Taylor Co., 
of that city, who are placing copy in 
newspapers and street cars, 


The Dorland Agency, Atlantic 
City, is placing some advertising on a 
stock proposition for the Maxim Ceom- 
pany of Paris, restaurant, with papers 
in the larger eastern cities. 


The Otto J. Koch Advertising Agen- 
cy of Milwaukee has closed a contract 
with the Winona Wagon Works, Win- 
ona, Minn. They will use 5,00 lines 
of space in agricultural papers. 

The Long- Critchfield Corporation, 
Chicago, is using space in Sunday pa- 
pers, in the South, for the J. Harrison 
Whitehurst Cempany, Baltimore, 9 
inches, 13 times; copy to begin about 
December 15th. 


The Thermos 
International 
York, 
papers, 3,000 lines to be used; business 
being placed by the Lord Advertising 
\gency, New York. 


W. F. Hamblin & Company, New 
York, are using space in magazines for 
“Nulife,”’ a health corset promoted by 
Prof. Munter, New York; this is a new 
iccount and orders for January num- 
ers are now being placed. 


handled by _ the 
Company, New 


Bottle, 
Sales 
is being advertised in Canadian 


A recent addition to a list of rep- 
resentative bond houses, who are do- 
ing magazine advertising, is Edward 
B. Smith & Co., of Philadeiphia and 
ew York, who are making annual 
contracts through Morris & Waies. 

The Morgan Brook- 
lyn, is using 


Drug Company, 
newspapers in smaller 
cities where it is able to get leading 
drug stores to handle its products. 
Nelson Chesman & Company are placing 
the business through its New York 
office. 


are 
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Lord & Thomas, Chicago, are send- 
ing out some new copy for the Hotel 
Chamberlain, Fortress Monroe,  Vir- 
ginia, to daily papers in metropolitan 
cities. 

The usual page 


advertisements are 
going out to the i 


engineering publica- 
tions from the Manufacturers’ Adver- 
tising Bureau, New York City, for the 
account of Messrs. Adam Cook’s Sons, 
this city. This concern are sole man- 
ufacturers of Albany Grease. 

The Tropical 
West, Florida, 


Food Company, Key 
and ‘Trujillo, Honduras, 
is continuing display advertisements 
with a select list of Florida papers 
with a view to interesting Florida tour- 
ists in the Company’s ‘Tropical Fruit- 
Foods. Business is placed direct. 
Percy P. Vyle is advertising manager. 


The Manufacturers’ 
reau, 237 Broadway, 
make a_ specialty of 
trade and_ technical 
renewing contracts for 
Manufacturing Company 
hoisting engines, cableways, 
hoisting and conveying machinery. 
bureau has had charge of this 
cern’s advertising for more 
eighteen years. 


Advertising Bu- 
New York, who 
advertising in 
publications ure 
the Lidgerwood 
on their 
and other 
The 
con- 
than 


er es 
BOSTON NOTES. 

The Shumway Agency is sending out 
orders for M. Steinert & Sons. The 
contracts amount to 500 to 1,000 
inches a year, 

Mr. Colton of Wood, 
Wood is asking for rates 
cultural mediums for a new 
motor account. 


The Collver 
few high-grade 
zines to its list. 
by the Barber 


The Cowen 
cock Building, 
circulation statements, 
eral magazines. 


The Hill Dryer Co., Worcester, 
Mass., is sending out orders fer 100 
lines to general magazines through the 
E. H. Haven Agency, New York. 


John Wood of Wood, Putnam & 
Wood, has made up the list for Clark, 
Coggin & Johnson, a coffee concern. 
Contracts are going out for 1,000 
inches. 


Wm. Foster, the New 
resentative of Arnold & Dyer, 
ling the advertising of the Lawrence- 
burg Roller Mills. Their product is 
Town Talk and Bay State Flour. 


Putnam & 
from agri- 
gasoline 


Tour Co. is adding a 
newspapers and maga- 
The business is placed 

Agency. 

Han- 


cards, 
gen- 


Agency, John 
is asking ‘ie rate 
etc., from 


England _ rep- 
is hand- 


New 
gen- 
ac- 


of 


Corporation, 
few 
This 

Baletty 


The Whitney Law 
3edford, Mass, is adding a 
eral publications to its list. 
count is now placed by Mr. 
the H. P. Humphrey Co. 


The Dr. Temple Tour Co. is adver- 
tising its foreign tours through Mr. 
Riegel of Wood, Putnam & Wood. 
High-grade newspapers and magazines 
the mediums used. 
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The Dr. Solomon Co., 2-A Beacon 
st., is planning a campaign in New 
England papers, mostly in Boston. It 
is to be taken up after the ‘rst of 
the year. 


Charles Longsdorf, New England 
Passenger Agent, Seaboard Air Line, 
is making up a list of newspapers in 
his territory. The copy is to run for 
three months and is placed direct. 
Arthur B. Harlow has recently been 
appointed advertising director of the 
Mellin’s Food Co. It is understood 
that he is to have charge of the 
magazine campaign for 1908. 


Additional magazines are being con- 
sidered for the advertising of F. W. 


3ird & Son, East Walpole, Mass. The 
Townley of 


business is placed by Mr. 
the Frank Presbrey Co. 


The J. W. Barber Agency is Send- 
ing out orders for the New England 
Biscuit Co. This advertising’ covers a 
month and it is done in towns an 
cities ‘that are being covered by the 
traveling men of the concern. 


The Boston office of the Baltimore 
& Ohio R. R. has made up a list of 
New England dailies for a year’s ad- 
vertising. The advertising is placed 
by Mr. Gould of Wood, Putnam & 
Wood. 


The Oliver Typewriter Co., Federal 
st., is asking for rates for New Eng- 
land dailies and weeklies. Any _ ad- 
vertising done must first be submitted 
to the home office but if approved will 
be done from this end. 


S. A. Conover, manager of the New 
England office of N. W. Ayer & Son, 
is making up the 1908 list for the New 
England Confectionery Co. This con- 
cern has made a very large appropria- 
tion and an extensive campaign has 
been planned. 


The Perry Walton Advertising and 
Printing Co. has moved from 23 Court 
street to 15 Exchange street, where 
it has larger and better equipped offices. 
This agency is handling the printing 
and advertising of many of the high- 
grade concerns of Boston. Such peo- 
ple as the Shawmut National Bank, A. 
W. Elson & Co., Adams & Co., Bur- 
ditt & Williams are among their clients. 


The Minard Liniment Co., South 
Framingliam, Mass., has been developed 
by Wood, Putnam & Wood, and con- 
tracts are now being sent out to news- 
papers generally. A large appropriation, 
has been made and 1,000 inches of 
space is being contracted for. In 
newspapers where the time schedule 
makes the price lower the contracts 
are made for 4 inches daily for one 
year. The advertising is to run for 
16 months omitting the four summer 
months. 

——___ ++ —__———_ 
BOOKLETS. 

The Francis E. Lester Company, 
Mesilla Park, N. M., has sent out a 
little catalogue of ‘Native Gems,” il- 
lustrated in natural colors. 


The D. M. Read Company, Brids 
port, Connecticut, observed its fiftict 
anniversary last month, and in coi 
nection with the celebration issued 
dainty souvenir booklet of a historica 
nature. 


The Bartlett Trust Company, 
Joseph, Mo., has issued just the so 
of booklet that ought to bring deposit- 
It is written in simple style, but is e1 
tirely dignified in tone. 
Our Business” is the title. 


An unusually good railroad , bookk 
comes from the L. & N. R. R., 
ville, devoted to the island of Cub 
The same road has just issued a mo: 
elaborate descriptive booklet upo 
“New “Orleans, the Gulf Coast a: 
llorida.” 


The “Green Foundry and 
Works, Des Moines, has issued 
the Register and Leader press 2 coi 
plete catalogue of furnaces and fitting 
made by them. It is a_ creditab 
booklet, lacking, if in anything 
quality of hali-tones. 


“Gifts of Value” the title 
holiday booklet issued by E. B. 
rowitz, New York, optician. 
printing is in red and green, with cov: 
in green and gold upon red. Ea 


S| 


Furnac 


is 


“Facts About 


Louis 


from 


page briefly describes a line of gooils 


carried, with illustrations and prices. 

An excellent booklet has been issw 
to advertise Sargent’s ‘‘Union’’ 
Sets. It is printed on plate paper, i! 
lustrated with fine  half-tones, an 
bound in a heavy, brown cover. Thi 
cover printing is in dark brown an 
gold, and is embcssed with the com 
pany’s trademark. 


A booklet 
Fidelity Cotton Oil & 
Houston, Texas, to give publicity ¢ 
its fertilizers. While it is in no wa 
extraordinary, it gives 
careful preparation and ought to as 
sist in the sale of Fidelity 
The Hermitage Press, 
designed and printed the booklet. 


An exceeding» dainty brochure ha 
been prepared for J. E. Caldwell 
Co., jewelers, by the Foley Advert 
ing Agency, Philadelphia. 
are printed and folded together in 
original manner that furnishes gi 
opportunity for illustrating successful! 
a large number of articles in 
ware. The booklet is bound in 
laid paper, with embossed cover 
sign in two colors, 


has been issued by th 


A booklet that is entirely uniqi 
comes from the Gleaner, Detro.t 
Michigan. The title is “Down on t 
Farm,” and the cover, in straw-color:: 
paper, is adorned with a _ four-k 
clover and tied with what seems to 

genuine corn-leaf. The clover leav 

over a_ thousand of them, w 

gathered, it is explained, by a 
Michigan girl. The booklet conta 
incidents from the early life of ¢ 
two Slocum brothers who publish t 
Gleaner. 


Lock 


Fertilizer 0., 


evidence 0! 


3rantls. 
Richmond, Va., 


The page- 


silve °- 
hee 


little 
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THE ART OF FIXING 
VALUES. 


The ability to detect and de- 
termine values, it seems to me, is 
the quality that makes the suc- 
cessful advertiser. 

Of course, the personal element 
rises above everything clse, but 
to decide what is great, what is 
small, and what is just “so-so” is 
a part of personality, 

The far-sighted man—he who 
can get off at a distance, where 
the perspective is just right to 
show things to the best advan- 
tage—-is a rare animal, and the 
world needs him badly. 

But I'll tell you of a rarer 
animal still. 

It’s the man who can fix values 
when they are right under his 
nose; the near-sighted man, if 
you please. 

It is said 
dominating 
this: 

He was not afraid to look a 
fact in the face. 

And it might as well be re- 
marked in passing that a fact is 


that Cczesar’s 
characteristic 


pre- 
was 


something that most men either 
do not see or refuse to see when 
it. presents itself. 

A single hair, Omar Khayyam 


tells us, often divides the false 
and true, and so the ability to 
recognize the difference between 
shadow and substance looms up as 
the vital point in a man’s make- 
up. 

The big, predominating  suc- 
cesses of to-day were facts that 
played upon tom-toms for years 
before they attracted the notice 
of near-sighted and far-sighted 
men. 

No one recognized tHem until 
some back-country nobody came 
along and saw their value. 

Men who desire to get their 
names in the papers as_ world- 
changers and epoch-makers would 
do well to choose as their parents 
men and women who live in the 
country or in small towns. 

City born people are not his- 
tory-makers or fortune-builders. 

They are born too close to the 
prizes to see them. 

But when the cotintry lad 
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comes to town, with his heart 
beating vigorously, his blood run- 
ning freely in his veins, his lungs 
developed by honest exercise and 
unlimited fresh air, his hopes 
high and his ambitions boundless, 
he sees the chances. 

His far-sightedness in the coun- 
try becomes near-sightedness in 
the city. 

The country-born man is the 
fellow who wakes up to an idea 
and sets it going before competi- 
tors seize it. 

Look around you and see what 
a paucity of greatness the cities 
of all time have produced, 

To tell what to accept and what 
to reject is the first test of true 
discernment. 

It is the test which puts thou- 
sands on the greased chute lead- 
ing to mediocrity or oblivion. 

The things that have made C. 
W. Post a millionaire are not Grape 
Nuts and Postum Cereal, but 
Mr. Post’s far-sightedness in 
recognizing what kind of adver- 
tising was needed to influence the 
world in favor of his products. 

Read the Grape Nuts ads, and 
there you will see the genius of 
Post—there you'll find the deep- 
down reason that turns a flood of 
gold into his purse. 

Mr. Post, I should say, is a 
prince of psychologists. 

There is method in all he does 
and says. 

After he writes his own adver- 
tisements, he can stand off and 
read and reflect upon them as a 
disinterested person. 

Here is a side to the success- 
ful advertiser that needs the close 
study of the student. 

To detect and determine in ad- 
vance what will or will not find 
favor in the public eye is the vital 
quality. 

I think it is more difficult to- 
day to make advertising pay than 
at any time within my limited ex- 
perience of say fifteen years. 

In those fifteen years advertis- 
ing has advanced faster and 
farther than any science, 

There is so much good adver- 
tising to-day that mere goodness 
does not count for anything big. 

Advertising nowadays has got 
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to be extraordinarily well worded, 
illustrated and displayed to re- 
ceive more than casual notice, 

I am speaking now of general 
rather than local advertising, for 
the latter is largely a matter of 
prices. 

The cry of the agencies is for 
men who can produce distinctive 
copy, and a similar cry goes up 
all along the line. 

Pick up a newspaper and see 
how many advertisements you can 
find that will take you by the 
button-hole and lead you to a 
store to buy. 

Run your eye over the cards: in 
the street-cars, and see if there 
is anything there which will coax 
a dollar from your pocket. 


And ‘yet much of this advertis—- 


ing is presumed to pay. 

I say “presumed” because many 
advertisers do not know whether 
their advertising pays or not. 

Their trade was established 
years ago, and the advertising 
they are doing now only helps a 
little to keep things moving. 

It is the advertiser with a new 
article who finds big barriers on 
the road that leads up to success. 

He has no established trade to 
help pay his advertising bills. 

He must either have a big pile 
to draw upon, or else get his 
money back quick, which is pos- 
sible only when the advertising 
rises far above the ordinary and 
possess the hidden charm that a 
psychologist only can bestow. 

And, after all, going back to the 
beginning, isn’t the faculty of de- 
tecting and determining values 
nothing more nor less than psy- 
chology? 

If it is, then a thorough knowl- 
edge of that science is really the 
deep-down essential that makes 
men successful and great. 

Some one defines psychology as 
the science of telling people some- 
thing they already know in lan- 
guage which they do not under- 
stand. 

But I'll give 


a better definition: 

Psychology is that mysterious 
power that enables a man to see 
things not alone as they appear to 
his own eyes, but as they will ap- 
pear to the eyes of others. 
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Bobby Burns had psychology in 
mind when he wrote: 
“Oh, wad some power the 
giftie gie us 
To see oursels as ithers 
see us,’ 


When a man speaks about an 
ad “pulling,” he means that the 
ad is’ psychologically constructed. 

It “pulls” because the “pulling” 
power was hidden between the 
lines when written by that, rare 
animal ‘who is the hero of this 
plain tale. 

There can be but few great ad- 
vertisers, just as there can be but 
few great generals, statesmen, 
philosophers and scientists. 

The plan of Nature to be stingy 
in creating big men cannot be 


“changed even by correspondence 


courses in advertising schools. 

The Chosen Few will come 
along at intervals according to 
the Inexorable Plan, 

If it is in a man to be Big, 
that bigness will show in time. 

But all the powers of all the 
professors and schools and books 
will never inject bigness into a 
man whom Nature meant to be 
little. 

If you think you possess a 
value greater than the world rec- 
ognizés, it is safe to presume that 
you are mistaken. 

Greatness will not be ignored. 

It cannot be hidden, suppressed, 
or banished. 

You are what you are simply 
because it was so planned. 

Men gravitate to the places 
where they belong. 

You will command if fitted to 
command, and will serve in the 
ranks if that is the place where 
you fit into the Scheme of the 
Universe. 

Life’s big failures are the re- 
sult of trying to do something 
that somebody else can do better, 
or 

Trying to do things that are 
not the right things to do. 

To detect and determine values 
is the mark of greatness, and 
there is no other one mark that 
measures up so high in attaining 


success. Bert M. Moses. 

——_—~o- ———_ 

Catamity howlers, for political rea- 

sons, are rank enemies of their coun- 
try.—Daniel T. Mallett. 
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DOES THIS READ LIKE 
AMERICA? 


University City, St. Louis, 
December 4, 1907. 
Editor of Printers’ Ink: 

On March 4th last, as you are aware, 
the Woman’s Home Magazine was de- 
barred from the second-class mails a 
few moments after the adjournment of 
Congress, we having incurred the 
enmity of the Postoffice Inspector’s 
Department by a vigorous campaign in 
Congress to secure the passage of a 
law that would insure to American 
citizens the right of an open trial in 
a court of record when secretly ac- 
cused, BEFORE their property was con- 
fiscated, the attitude of the Depart- 
ment being that for “‘any reason satis- 
factory to him’ the Postmaster can 
debar any citizen or publication from 
the use of the mails, and no American 
court can review his mandate. 

Early in the following summer we 
were advised officially that if we would 
make a new application for second- 
class entry and “conform to the re- 
quirements of the Department’ it 
would be granted and we_ would 
thenceforth “be accorded exactly the 
same treatment accorded all other pub- 
lishers,”’ September oth, after sub- 
mitting advance copies of the October 
issue to the Department at Washington 
and being advised that it complicd with 
the views of the Department in form, 
we laid before the Department an ex- 
act analysis of our unexpired, paid- 
in-advance subscription and all details 
relating thereto. We asked that we 
be advised of any requirements that 
might be made in order that we might 
comply therewith, as the usual _pro- 
ceedings and requirements did not 
seem to apply to us. 

After these several interviews and 
the repeated assurance of fairness and 
justice, we made our sworn applica- 
tion and went to press with the Oc- 
tober issue, the application for entry 
having ben revised and the subscrip- 
tion lists cut and altered to meet every 
view or intimation suggested to us as 
a possible requirement in our case, 
although apparently in no other. On 
attempting to mail the October issue 
we were met with a demand by the 
local Postmaster of “transient postage” 
at the rate of 2 cents per copy— 
$20,000 per issue. Some 600,000 cop- 
ies were mailed at this prohibitive and 
unlawful rate, and the balance of the 
issue remains printed and addressed to 
the subscribers, in our press rooms. 

On September 25th the local Post- 
master decided that he would have to 
“make another investigation” of cur 
subscriptions, and this investigation has 
been strung along until a few days 
ago, we -in the meantime being pro- 
hibited from continuing the publication 
of the Woman’s Magazine by the de- 
mand for postage at the rate of 
$20,000 per issue. 

We are informed that the local 
Postmaster has recently forwarded his 
report to Washington, and having suf- 
fered the enormous loss of our No- 
vember and December issues, we are 
still in hopes that we will receive gra- 
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cious permission to conduct our busi- 
ness in accordance with the laws of 
our free land by the time the January 
issue goes to press without having to 
change its character to a police or 
sporting sheet, such as apparently are 
accorded the futi and free privileges of 
second-class mails. 

We can only thank our patrons for 
their splendid support, ae ask that 
they will bear patiently with this con- 
cern which is supporting the fight for 
the rights of all—if we have any. 

We shall again ask Congress for a 
new law, providing a proper power of 
review in our courts over the mandates 
of Postal officials and that the second- 
class rate of any newspaper or maga- 
zine once accorded, so long as the 
character of the publication remains 
unchanged, shall not be confiscated 
without, at least, the same. open court 
trial that is given a chicken thief or 
murderer, Very truly, 

Tue Lewis Pusiisuine Co., 
E. G. Lewis, President. 

P.S.—The conditions referred to in 
connection with the Woman’s Maga- 
zine also surround the Woman’s Farm 
Journal... There will be no December 
issue of either the Woman’s Magazine 
or the Woman’s Farm Journal, but we 
will plan and expect to re-issue both 
papers commencing January. 

rr. 
WHAT THEY SAY. 

A. J. Lawsue, Third Assistant Post- 
master-General, Washington, D. 
The postal laws and regulations, in- 
cluding circulars of instruction, etc., 
and the result will be made known 
soon, Subscription lists will be dealt 
with as a whole. In determining the 
lawful status of a publication, one 
single element or factor of the evi- 
dence might not be deemed sufficient to 
warrant an adverse finding, while a 
combination of minor incidents or fac- 
tors might be deemed sufficient. No 
hard and fast rules are practicable. 
It is my hope to shape such a policy 
as will offer the least trouble to what 
I deem legitimate publishers, while 
causing insuperable difficulties to the 
real abusers of the second-class mail- 
ing privilege. 


A. E. Kornretp, Business Manager, 
Engineering News, New York—There 
are many ways of getting advertising, 
just as there are many methods in 
every kind of salesmanship. Once I 
got the president of a national con- 
cern to sign an order against a_ brick 
wall on one of the main streets in the 
city of Pittsburg. The president of 
another concern gave me his order be- 
cause I admired his new boots from 
Paris. A large Ohio brick manufac- 
turer, on whom I called one evening, 
gave me an order because his wife told 
him she had spent a very pleasant 
evening talking spiritualism with me. 
I shall probably never get another 
contract with the help of spiritualism. 
The method that puts the signature to 
your contract in one case, works only 
once. The next man you “tackle” re- 
quires an entirely different method, 
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THE ANTI-SUBSTITUTION CAM- 

PAIGN: RIGHT IN AIM— 

WRONG IN METHOD. 
Easton, Pa., Nov. 19, 
Editor of Printers’ INK: 

As an enthusiast on advertising I 
should like to relieve my mind on the 
anti-substitution campaign as now car- 
ried on by the magazines and some 
newspapers; believing that the manner 
in which it has hitherto been conduct- 
ed misses the mark, and does more 
harm than good. 

The endeavor of the publisher 
protect the advertisers’ publicity 
vestment is certainly laudable. But 
the tone of the anti-substitution ads 
is entirely too antagonistic against the 
— to accomplish the desired re- 
sult. 

The campaigners seem. to have lost 
sight of the foliowing facts: 

1st—You can catch more flies with 
sugar than with vinegar. 

2d—The retail stores form the chief 
outlet of merchandise; outnumbering 
Ssermeiniry every other sales chan- 
ne 

3d—The retailer, particularly in the 
smaller cities and towns, is—as a rule 
—one of the “prominent citizens.” His 
recommendation or condemnation is 
generally taken at its full face value 
by his customers. They come in in- 
timate contact with him, not only in a 
business way but also in the life of 
the community. When their purchases 
turn out wrong they can readily go to 
his store for rectification, without go- 


1907. 


to 
in- 


ing to the ennoyance of correspond- 


ence with a distant and unknown 
manufacturer, 

4th—The complete 
advertising campaign (excepting the 
mail-order business, of course), de- 
pends largely upon the good will and 
assistance of the retailer. No argu- 
ment is needed to prove that. He cer- 
tainly cannot be clubbed into co-opera- 
tion by the stinging anti-substitution 
pages which bristle with such words 
as “fraudulent,” “deceptive,” ‘“un- 
scrupulous,” etc. 

I have before me, at this writing, 
one of these ads from a woman’s 
magazine with a large circulation. The 
argument in this case is based upon 
an epidemic of typhoid fever through 
adulterations of “milk swindlers” who 
“had no conscience about pollution.” 
Of course *o one has any sympathy 
for this ilk of tradesmen. But the 
writer continues as follows: “It’s that 
way with all substitutions for stand- 
ard articles.” It is Significant here 
that he does not say “substitutions for 
advertised standard articles.” Let us 
read on. “Some day we shall have 
drastic laws to punish criminals who 
put water in milk, and we shall have 
laws for the swindlers who practice in 
the other kind of substitution.” This 
writer evidently became sacred by his 
own analogy, as indicated by his vague 
wind-up. 

This language is none too harsh for 
the ‘milk swindler.” But it will 
hardly induce the reader to consider 
in the same criminal class his neigh- 


success of any 
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bor-merchant who says to him, “I 
haven’t the article you ask for: but 
something that will answer. our 
neighbors all tried it and liked it.” 
And many dealers will add, “If it 
does not suit you, bring it back.” 

Another anti-substitution page before 
me, from a December magazine, speaks 
about “fraudulent dealers’ who “try 
to palm oft”....“imitations.” 

This ‘is certainly the wrong track. 
In every community, particularly the 
smaller cities and towns, the local re- 
tailer is generally considered the judge 
of goods; particularly | in this era of 
“money-back retailing.” Not only his 
business, “but also his local reputation 
is at stake. His attitude, as a rule, 
is far from “unscrupulous,” though it 
may be dictated by his self-interest. 

Nor is it always true that the re- 
tailer makés more profit on the “‘just- 
as-good” article. Here enters a prin- 
ciple of merchandising of which the 
anti-substitution campaign takes no 
cognizance. In successful retailing it 


is not wise to scatter purchases among 


too many houses. 

The retailer’s side is certainly en- 
titled to consideration; and until the 
anti-substitutionists bear this in mind, 
their campaign will not be effective, 

The foregoing is the result of care- 
ful and considerable investigation on 
my part. In corroboration I append a 
copy of the ‘‘Resolutions about Pub- 
licity Advertising, adopted by the 13th 
Annual Convention of’ the National 
Hardware Association, Atlantic City, 
October 23d to 25th, 1907. 

In conclusion let me repeat, that 
the anti-substitution campaign should 
not be abandoned. But there are 
better ways of pushing it than this 
“vinegar” style of copy. 

Very truly yours, 
C. R. Lippmann, 
Advertising Manager, Genuine Bangor 
Slate Co, 


The following resolutions regarding 
“Publicity Advertising’ were adopted 
by the convention: 

WuHerEAS, Some of our members 
have deemed it to their interest to 
advertise their wares in various cur- 
rent magazines and periodicals, and 

Wuereas, We fully realize the re- 
tail hardware dealer to be the great 
distributor of our goods to the con- 
sumer, and 

Wuereas, We believe and know the 
hardware dealers are as a class of the 
highest type of manhood and who rank 
as a trade second to no other line of 
mercantile business, 

Therefore be it "resolved, That it is 
the sense of this association that we 
deplore the fact that the publications 
referred to should stoop to try to in- 
fluence consumers to purchase adver- 
tised articles by any such methods and 
most sincerely and emphatically dis- 
approve of same, and that we recom- 
mend our membership to do everything 
in their power to induce the offending 
publications to change their course and 
stop the printing of all articles of the 
nature referred to.—National Hard- 
ware Bulletin. 
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i SO a 
Proficiency 
P Keep Tab 
rOgTess 


; How long does the ordi 
Preaperty || “oes 


last? Doesn't it always give out 


: atthe top? ‘These one-piece 
The South is wonderfully 


prosperous; her material Celluloid Tipped 
progress is marvelous, and Guide Cards 


our efficient advertising protect the top of the tab where 
the wear comes and more than 


double the usefulness of the card. 
Never crack or curl—in all colors, 
printed or plain. 

Ask your dealer for the one- 
piece tip or write direct for sam- 


ARMISTEAD & McMICHAEL ples to 


ae  gagaaaae a STANDARD INDEX CARD CO. 
LOUISVILLE, Ky. TLANTA, Ga. 701-709 Arch St. Philadelphia, Pa. 








service has gained for us 


a large clientele : : : 


























My Salesmen. 


Your inks sent us are all right. We liked them so well that we had 
the Macon Crate and Box Company order their supply from you ; also 
told the Warnell Lumber and Veneer Company of yourinks. We find 
them all right, and as soon as we want more we will order from you, 
Oxrorp CRATE Company, Crystal River, Fla, 


My customers never seem to tire talking about my inks, 
and are always ready to try to increase my sales by in- 
ducing their friends to give me atrial. All I ask isa 
sample order, whether it be large or small, and if I fall 
down the money is refunded, also the transportation 
charges. Send for my sample book of one hundred and 
twenty-five specimens of my best selling inks. 


ADDRESS 


PRINTERS INK JONSON, 
17 Spruce Street, New York 
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The Bronx Home News 
Circulation 


has been investigated by the Association of American Adver- 
tisers, which found they guaranteed 39,000 Copies Weekly 
and supplied MORE. 
From June Ist to November 3oth, 1907, the average 

31,298 


issue Circulated was (weekly) ...... ccccccadegecse 





During the month of November the average Circulated 33 800 
3 


WAS. cece ecesees cove 


3 CERTIFICATE OF CIRCULATION 


(No, 351) 


Association of American Advertisers 


J 


eee DF SS OOOO OOEIC? 


THIS CERTIFIES that this Association has examined the Circulation of 


( 
‘ 
t 
§ 
( 
4 
The Bronx home Hews ‘ 
NEW YORK CITY { 
covering a period beginning with the first dayof June, Nineteen Hundredand §¢ 
Seven, and ending with the thirtieth day of November, Nineteen Hundred and F 
Seven, verifying the.same from the pressroom, books of record,and system of dis- ( 

tribution, and finds that the average number of copies of each issue circulated 
during said period was Thirty-one Thousand and Two Hundred and ¢ 
Ninety-eight (81,298) weekly, and that for the month of November, Nineteen §¢ 
Hundred and Seven, the average number of copies for each issue circulated dur- ¢ 
ing said month was sere ree Thousand Eight Hundred (88,800) é 
weekly, according to the definition of circulation adopted by this Association. P 
(Signed) CHARLES W. CHENEY, President. « 

[SEAL] T. KE, CROSSMAN, Secretary. 

\ H. L. KRAMER, Chairman. ( 
Dated, New York, November 30, 1907, Committee on Circulations. ¢ 
‘ 


Sanannnnnnnoncnee 9OO60666080000H8 HEEHCOAN 


Note.—The Borough of the Bronx is that large portion of New York City lying north of 
Manhattan Island and separated from it only by the Harlem River. The population of the 
Bronx is 490.000 inhabitants (a large number of whom own their own homes,) and 1s growing 
more rapidly than any other borough. Tbe circulation of the Bronx Home News is greater 
in the Bronx than that of ALL the New York morning or evening papers and ALL of the 
little local papers combined, in that territory, on any one day. In other words, you can cover 
the Bronx more thorough!y and more cheaply by advertising in the Bronx Home News than 
in all the other papers combined. Advertising Rate, 9 Cents per agate line, 














New York, November 30, 1907. 
PRINTERS’ INK, 

Gentlemen: Replying to your letter of the 27th inst., I quite 
agree with you that the advertising which has been run in 
PrinTERS’ INK by the Janesville, Wisconsin, Gazette is 
effective, and it has resulted in bringing the Gazette to the 
attention of a number of advertisers who have not hereto- 
fore been particularly interested in that section. 

Yours very truly, 
M. C. Watson, 


Special Advertising Representative. 
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OMMERCIAL 


ART CRITICISM 


By GEORGE ETHRIDGE, 41 Union Square, N. Y. 


Readers of Printers’ Ink will Receive Free of Charge 
Criticism of Commercial Art Matter Sent to Mr. Ethridge 


A great many advertisers fol- 
low the practice of using repro- 
ductions of the same drawing for 
all sorts of purposes. A drawing 
originally made. for ae a from 
a poster down to a label pleases 
them, and for that reason they 
use it as a sort of rane liver | 
and utilize it for purposes for 
which it was never intended and 
is not adapted. 

The illustration of this Pelouze 








fc a 
“Useful Christmas Presents” 


PELOUZE POSTAL SCALES 


“They Tell Everything at a Glance” 


Besides giving the accurate pee by % ozs. they 
tell instantly the exact cost of postage in cents on all 
Classes of mail matter. 
Invaluable to the Office, Store and Home. 
Pelouze Scales are the Standard everywhere. 
Beautifully made in several sizes. 


aye 4 Ibs., 
Ibs. 
aoe RENN. 2 tbs., 


CRESCENT, 1b. 
For Sale by Hardware and Stationery Dealers 


PELOUZE SCALE & MFG. C0. 
118-132 W. JACKSON BOULEVARD CHICAGO 
Send for Catalog “P" 


NOT 


scales advertisement is an ex- 
ample of this familiar misuse of 
pictures. So far as can be judged, 
the original drawing was a com- 
mendable one, but it was never 
intended to be reproduced to so 
small a cut or to be used in such 
a way. 

Precisely the same idea can be 
utilized for magazine or trade 
paper advertising by making 4 
new drawing after the style of 
No. 2, and the slight expense in- 
volved in making new drawings 
to fulfill the requirements of dif- 
ferent uses is too small to be con- 








ee 








sidered when the nature of the 
result is given appropriate weight. 

It is strange that so vast a 
number of people manifest a dis- 
like for plain, simple things and 

















go to such lengths to avoid using 
attractive designs and clear type. 





The herewith 


DEPARTMENT STORE PLANS 


reproduction 





Ca WHIE PTET 








shows a trade paper advertise- 
ment of Mr. C. A. Wheeler, who 
designs department store fixtures, 
etc. A readable announcement 
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of that fact is evidently too or- 
dinary to suit Mr. Wheeler, and 
in his attempt to escape from do- 
ing the thing in the way that 
other people would, he has se- 
cured a result which looks like a 
granite memorial tablet seen from 
a distance of about two miles. 

It would probably puzzle Mr. 
Wheeler to say just why he did 
this, but the fact that there is ab- 
solutely no-excuse for it will not 
prevent others from doing the 
same thing and doing it worse, 
if possible. 

* * * 


Here is a Highland Springs ad- 
vertisement, which makes a .ram- 
bling and not particularly con- 


vincing statement of fact in the - 











ONDER THB NEW MANAGEMENT 
of 
MARINERS CRAIG 


Weite and secure rates tor a long stay at the Springs. 
of A 





A new garage for the 
tourists. Rates 512.00 to $16.00 per week. 














form of a maze—you can start 
most anywhere and go in any di- 
rection and get as satisfactory a 
solution of the thing. 

This must have been a very 
hard advertisement to construct, 
and the end does not justify the 
labor, 

Any man or woman who would 
go to a place which was adver- 
tised by a depressing device of 
this kind does not need rest or re- 


cuperation, but permanent re- 
straint. 

* * * 
The ladies have a way of 


adapting various unpromising ar- 
ticles to household purposes, such 
as the construction of furniture 
and the growing of flowers and 
plants, but the spectacle of an 
assortment of shrubs growing in 
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an automobile is both new and 
startling. 

It certainly does the machine 
no good, either in picture or in 


reality, and for this reason it is 











“The All-Ball-Bearing Car’”® 
Two 4-Cylinder and 
Two 6-Cylinder Models 


for 1908 


Tanrt ra 4 





g Cars, c 
and Roadsters 
Fach equipped with National Bal!-Bearing Motors. 
he new models embody all of a rigs and proven 
features of National Construction, re: 
in all details, to the highest possible Forme 
National Model K-s<yt % 4 5. 
Sx 
bed = Roo, 44x 
‘~ T-6-eyL, 5x F ated 
EB™sce our exhibit at Chicago Show, November 30tb 
to December 7th. 
WRITE FOR PARTICULARS. 
National Motor Vehicle Co., 
1011 E. 22nd St., Indianapolis, Ind. 















suggested that the National 
Motor Vehicle Company clean out 
the plants and flowers and give 
their car a chance to demonstrate 
its good qualities. 
oS 
IN SUSPENSE. 
Applicant (at Western 
office): I’m looking for a job. 
set type and write. 
Editor: Good! Just take a seat, 
“Have you an assistant?” 
“T can‘t tell yet. I sent him out to 
see a man and expect to hear a gun 
go off every moment.”—Life, 


newspaper 
I can 








Advertisements. 


Advertisements in * Printers' Ink” cost twenty 
cents a:line or forty dollars a page (209 lines) 
Sor each insertion, $10.40 a line peryear. Five 
per ceut discount muy be deducted if payment 
po aggien copy and order for insertion 

nd‘ten ptr cent on yearly coutract paid 
canal inadvance Ifa specified position is 
demanded for an advertisement, andgranted, 
double price will be charged. 


WANTS, 


Prmonth with well-equipped plant wants 
monthly publication to print. CHAS, M. 
WILLIAM, Paulsburo, N. J. 


Pipe TRATED FARM SERVICE for dailies, 
Page mats or any way to suit. ASSOCIATED 
FARM PRESS, 112 Dearborn St., Chicago. 


4 be circulation of the New York World, 
morning edition, exceeds that of any other 
America by 


morning newspaper in more than 


100,000 copies per day. 
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ATED Advertising solicitor, who has had 
experience, to w daily in a town 
of 35,000 people, Address, giving full particulars, 
“ K, 442,” care brinters’ ink. 


NVENTORS, have you any State rights for 
zood Patents to exchange for land? Do you 
ant a Manufacturers’ Directory? Address 

E. M, ADAMS, Avery, Texas, 


A*® ADVERTISING MANAGER, employed by a 

incae establishment, wants to write copy 
regular] y, for a limited nutber of advertisers. 

Address “APPLETON,” care Printers’ Ink. 


66 ADVERTISERS’ MAGAZINE” should be 

read by every advertiser and Mail-(rder 
dealer. Best * — ono in existence Trial 
subscription, mple copy free. AlVER- 
TISELY MAGAZINE.S8I6 Grand, Kansas City, Mo. 


D-WRITEKS WANTED—Commission_ basis. 
Even amateurs can “make good.” Two 
dimes, if sent now, signities }ou mean business, 
and we send in return suggestions and material 
to work on. AKCHBOLD’s ADS, 8918 Meridian 
Avenue, N. E., Cleveland, 0, 


ANTED—Advertising, Newspaper and M: 
zine Managers. Reporters. Superintend- 
ents, Specialists and Office Men. We cover the 
One NAP aOS and publishing field. Write 
HAPGOODS, 305 Broadway, New York, 
or wid Hartford Building, Chicago. 


DVERTISING MAN open for immediate con- 

nection. Eligible and thoroughly capable 

of successfully filling the positions of advertis- 

ing or sales manager with most any progressive 

manufacturing concern, advertising manager or 

representative of a newspaper or magesine or 
manager of an advertising agency. “‘S.H.,” 


OSITIONS NOW OPEN—For supt. of pr‘ nn 
40 hands, Phila.; news foreman, union, II 
$23-25; Hoe web pressman, yt Ct., $2 
a Sane n, Mass, and » $21; tore 
man bookbinder, N w > city edieers, ( OF. and, 0 
$18; night ed., Pa., * tel. ed., Ct., $18: advg. 
solicitors, N. Y. an Mich. $20.25; re) orters and 
linoty operators. Booklet Y free. FERNALD’S 
NEWSPA BE ER TENS EXCHANGE, Springfield, 


———— 
Y YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the ciassified cul- 
umns of PRINTERS’ INK, the business journal for 
advertisers, published weekly at 10 Spruce Si., 
New York. Such advertisements will ve inserted 
ac 20 cents per live, six worasto the line. PRINT- 
ERs’ INK ts the vest school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in tue United Stater, 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ity for ready positions at $25 a week and over, to 
write for free copy of my new prospectus aud 
endorsements from leading concerns every- 
where, One graduate fills $8,000 place, another 
$5,000, and any number earn $1,500. The best 
clothing adwricer in New York owes bis suc- 
cess within a few months to my teachings. De- 
mana exceeds s MTs 
GEORGE H. POWELL Advertising and Rust: 
ness Expert, 471 Metropolitan Annex. New York. 


ADV, MAN 


Experienced advertising man, ten years 
with department store and ten in general 
——- wants place where ability, hard 
work and experience will count. Best 
references. 


WANTS JOB! 


Can originate merchandising plan or sug- 
gest improvement on one in use, to reduce 
expenses and increase sales. Salary to 

in proportion to results. 


Address ‘‘EXPERIENCE,”’ 
care Printers’ Ink. 














ADVERTISING MAN 


Desires To Change. 
Large advertising agencies and manufacturing 

concerns needing a high-class man wiil not be 
wasting either time or stationery in writing to 
me. Twenty years’ agency, managerial, sales, 
copy-writing and_ soliciting experience—but 
young yet,and still learning. If you will tell 
me frankly what o opening you have, I will tell 
you whether I can fill it or not--and WHY. 

Address ‘“M. L. K.,’’? care Printers’ Ink. 


—h NEWSPAPER MAN— 


with 8 years’ practical experience 
and aclean and successful record 
in the Advertising and Newspa- 
per field desires a position as ad- 
vertising or business manager on 
a progressive paper of about 
10,000 circulation. Has a thor- 
ough knowledge of the news- 
paper business through service 
as circulation, advertising and 
business manager on a hustling 
daily. Address “J.P,” 


Care Printers’ Ink. 











PRINTING, 





C UR choice of printing consumers keep us 

continually busy. On receipt of your data, 
we can easily demonstrate whether or not your 
choice and ours is identical. Perhaps it may 
lead to mutually protitable business’ Wh 
knows? Why not write now THE BOULTON 
PRESS, Drawer 94, Cuba, N. Y. 


—__ ++ —___— 
ADVERTISING AGENCIES, 


D.4 A. Goan AGENCY, 1 Madison Ave., 
Y. Medicul Journal advg. exclusively: 


He IRELAND ADVERTISING AGENCY, 
+ 1029 Tribune Building, New York. 
925 Chestnut Street, PhilaaelpLia. 


ARFIELD ADVERTISING COMPANY, 1269 

Broadway. New York, General Advertising 

Agents. Maii order ana classified adveitising a 
specialty. 


LBER? * RANK & CU., 25 Broad Street, N. Y. 
General eee Agents. Established 

1872. Chicago. Boston. Philadelpbia. Advertis- 
ingof ail kinds placed in every part of the worid. 


ANUFACTUREKS’ ADVERTISING BUREAU, 

4 237 Broad way (opp. P.O... New York. Ads 

in the TRADE JOURNALS our specialty. 
Benj. R. Western, Propr. Est. 1877. Booklet. 








MOTORS. 


SOMETHING NEW. 
Variable Speed Alternating 
Current Motors 


for Printing Presses; 300 to 3. . impressions per 

hour; reversible atany speed. Sizes, 4 to5 horse- 

power. Write GUARANTEE KLECT tC Co., 
Adams Street, Chicago. 


——_+o>—__—_ 
WRITERS AND ILLUSTRATORS. 


M ILLIONS of up-to-date cl clippings and pictures 
4 covering every topte, ate classified fur quick 
reference. Big help. ARCH-LIGHT IN- 

FORMATION LIBRARY, 341 oth Ave., New York. 
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BILLPOSTING AND DISTRIBUTING. 


8,000 PASSENGERS DAILY 


trom, Danville-Illinois Interurban Station. Elec- 
tric tines run through rich farming country and 
into the mining districts; rich farmers, well-paid 
Jaborers, the kind of people ou want to reach 
Advertising apace: at inches, $1 per month, 
R. C. PARKS, Danville, Illinois. 
scsianecncclgilbiisinmaaiasitais 
COIN MA dL ER. 


$2.% PER 1,000. For 6 coins $3. Any printing. 
e ACMECOIN CARRIEK CO., Burlington, la. 


———_---—__—_—_ 
ADVERTISING NOVELTIES. 

Us advertising novelties. Buy direct; 2 sam- 
les, 0c. J. C. KENYON, Mfr., Owego, he 


hg 2S conceivable a from all manufac- 
rs. E . FR CH CO., 1 Beekman 8t., 
opposite Postemios, York. 


Advertising Novelties Wanted 


Our Novelty Department wants samples of 
New Advertising Articles on which we can secure 
good prices and exclusive rights. Correspond- 
ence solicited. 

The Desbarats Advertising Agency, Ltd. 

Suite 50, 42 Victoria Square, Montreal, Canada. 
PS es 


$ 


a CARDS, 


PER 1 mage s;any printing. 
THE von WRAPPER CO., Detroit, Mich, 


PAPER 


BASSETT & SUTPHIN, 
62 Lafayette st.. New York City. 
Coated paversa specialty. ALA B Perfect. 
Write for hign-grade catalogues. 





ADDRESSES. 
L™= of 4, wae School Teachers; price $5, or $2 


RICK C, EBERHARDT, 
522.9 ae... pees Building, Philadelphia, Pa, 


—_+o+—_——_-. 
INDEX CARDS. 


NDEX CARDS for all Cabinets. Get our prices 
and samples. THE BLAIR PRINTING CO, 
912 kim Street, Cincinnati, Ohio. 


<2 


COPY WRITERS. 


ETTERS that Sell Goods. Three of our letters 

sold over $20,000 worth of goods last year. 

We can do the same thing for you if you po~-sess 

a meritorious article. rite for terms. , eee 
YATES & ASSOCIATES, Inc.. Buffalo, N 


—__ +> 
HALF-TON. TONES. 


RITE for samples and t and prices. STANDARD 
ENGRAVING CU.. 560 7th Ave., New York. 


Nees: ware R HALF LE TONES. 
; 3x4, $l; 4x5, $1.6: 
pe Ed, item ae accompanies the order. 
Sena for sam 
KNOXVILLE TENGRAVING CO., Knoxville, Tenn. 


ALF-TONE or line productions. 10 square 
inches or smaller, detivered prepaid. 74<.; 

6 or more. 5c. each, Casa with order. All 
newswaper screens. Service day and nigbt. 
baad for circulars. References furnisbea. 
Newst paper process-engraver. FP, VU. Box 815, 
Philade phia, ba. 


pn SS 
ADVERTISING MEDIA, 


'WENTY grocers distribute food products to 
10,000 consumers in Troy and Central Miami 
dousmt. Ohio. ‘the RECORD reaches 70 per cent 
of them. Only daily. Une = only 
necessary. Send for rate ca 


a. 2 
MAILING MACHINES. 
a * — MATCHLESS MAILER. lightest and 
F. J. VALEN 


est. Price $14.50. F. TINK, 
Mfr., v8 Werbens St., Buffalo, N. Y. 
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BOOKS. 


Forty Years an Advertising Agent 
BY GEORGE P. KOWELL. 

The first authentic history and exhaustive nar- 
rative of the development and evolution of 
American advertising as a real business force. 
The remainder of the edition (published Jast 
year) is now offered for sale. About 600 pages. 
5x8, set in long primer. with many ha’ a 
ortraits Cloth and golo. rice prepaid. 

HE PRINTERS’ INK PUBLISHING cO., 10 
Spruce 8t., New York, 


” 
+o 


BOOKLETS, 
i M. s1¢| 4 M. #22 


BOOKLETS: "i. ""2 


es, 4 x3 Good paper. Sample free. 
nikowa 8 TUART, 45 Rose St., N. Y. 





¢ 


SUPPLIES. 


V D. WILSON PRINTING INK CO., Limited, 
e of 17 Spruce St., New York. sell more mag- 
= cut ioks than any other ink bouse in the 


tra 
Special prices to cash buyers. 


Bre ?NARD’S Cold Vater Paste is being used 
on all advertising wagons traveling through- 
out the U.S ad Kendall’s Spavin Cure. 
50-pou wie box costs $3.00, makes two barrels 
paste RNARD'S PASTE DEPA RTMENT, Kec- 
tor Suilding. —— 





PA TEN NTS. 


pee=ePATENTS that PROTECT 

Our & books for Inventors maaiied - vees t 
of 6 cts. stamps. R. 8. & A EY, 
Washington. Db. CO. 


Fata.” A tes 








PREMIUMS. 
, HOUSANDS of suggestive premiums suitable 
for publishers and otners from the foremost 


makers and wholesale dealers in jewelr 


ana 
kindred — = 


Py ge list price illustrated 
cataJogue reatest book of its kind. 
ioe Bi th issue now ready ; free. 
. MYERS CO., 47w. and 49 Maiden Lane. N. Y. 
—__+>>—_—_. 


RARE OPPORTUNITY. 


OR SALE—An old and_ well-established 
monthly class journal paying 30% net on 
Beco oumaalty, at which figure it may be 
ought. Might sell half interest, ouyer to take 
coutrol of business, Don't write unless you 
can command the vequired amount. Propo 
sition high- class and gilt edge. 
“ E. B, 521,” cure Printers’ Ink. 


——_+or—_—_—_- 
PUBLISHING ae ty INESS OPPORTUNI- 
IES. 


RADE Aree solensid chance to 

Combine three trade jour als. 

Gross business about $50,000. 

Tbe ideal man tor this 

Should be advertising wise 

In both trade nad popular fields. 

Should pa Pate $10,000 and good salary. 

RSON P. HARKIS, 
Brokert in Publishing Property, 
253 Broadway, New York. 


«> 


FOR SALE, 


Wek SALE—Job plant in cit 
good business and chance for development. 
Good eee for practical young man with 
inventories over $19,000 

a % $9,500, dress at once, 





of 50,000, with 


—_+o>—_—_ 
AD WRITERS. 


DVERTISERS AND MERCHANTS—We are 

specialists in ad service of all kinds, and 

can prepare your ads, letters, booklets, pamph- 

lets and circular matter at moderate prices. Send 

data and let us submit a sample. AD SERVICE 
CQ., 167 South Canal Street, Chicago. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards orcirculars, and any other suggestions for bettering this department. 











MANLEY, Loney, Mantey & Co., 

City Property, Farm Lands, Insurance. 
Moose Jaw, Sask, Canada. 

Editor Ready Made Department: 

Will you please publish criticism of 
the two enclosed advertisements. The 
Moose Jaw advertisement as to the 
advisability of advertising “being up 
against it,” which is often done not 
only here but all over the country, and 
the ‘Montreal advertisement as_ to 
whether or not there is a loss of con- 
nection between cut and text matter? 
Yours truly, 

RatpH MANLEY. 


I see no objection to the “up 
against it” line of argument, if a 
merchant is really “long” on 
goods and “short” on money, and 
cuts prices sufficiently to show 
that the condition on which the 
sale is based really exists and is 
not a mere pretext to get at- 
tention. My impression, how- 
ever, is that where there is any- 
thing like actual necessity for a 
sale of that sort, the real reason 
is generally that last to be given 
in print if, indeed, it is given at 
all. The introductory argument, 
as printed below, is logical and 
convincing—without containing 
anything that sounds very pan- 
icky. ‘The ad is well put up, too, 
in its divisions of “Bargains for 
the Old Man,” “Bargains for the 
Railroad Man,” and “Bargains for 
the Young Man,” and that sub- 
head “A Boot That is Kind to 
Bunions” is a happy thought: 








** the Shoe Man, is just 
like all the rest. Things looked good 
and he ordered heavy. Things went 
bad and he has ndw a *big stock, but 
very little money. He doesn’t want 
the boots, but he wants money—and 
he’s going to get it. Every man wants 
boots! Fact is, he’s got to have ’em. 
Hard times makes no difference. But 
in hard times every man wants to get 
his boots cheap. Ever dollar counts 
these days, and the pei lars that ‘‘Tre- 
thew-ey” is knocking off the price of 
footwear at the corner of Main and 
High Streets will be picked up in 
short order. 


As to the other ad, the cut 
serves merely as an eye-catcher, 
and, of course, does not suggest 
the nature of the goods, even in 


“Tre-thew-ey, 

















connection with the headline. To 
me, it always seems that an illus- 
tration which does not represent 
the article advertised, or some 
quality of that article, performs 
but a small part of the function 
of an advertising illustration—that 
of attracting attention; but, in 
clothing at least, it is difficult to 
do the subject justice in the kind’ 
of illustrating best adapted to 
newspaper work, and _ therefore, 
in order to avoid injustice to 
a garment, it is better, perhaps, 
to follow the clever style of the 
Rogers-Peet ads and merely il- 
lustrate some point of the argu- 
ment or condition of the weather 
by means of good, clear-cut line 
cuts. 





Happy Thought. 





Special Notice 
To All Boys. 


Please bring or mail in 
your birthday cards right 
away. If you haven’t one 
get your folks to buy your 
clothes here so you will get 
one. 

Free! A birthday gift 
each year to boys who wear 
Blach’s clothing. 


BLACH’S, 
Birmingham, Ala. 





From the Lincoln (Neb.) Daily Star. 


The Shelf of 


Home Remedies 


needs_ replenishing. Every 
family has a list of favorite 
recipes upon which it de- 
pends in case of minor ail- 
ments. We_ take pleasure 
in compounding these home 
remedies just to suit. They 
get the same careful atten- 
tion that we give to all doc- 
tors’ prescriptions. 

Look over your stock and 
let us prepare your winter 
supply of these winter rem- 
edies now. 


RECTOR’S, 
Twelfth and O Streets, 
Lincoln, Neb. 
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Epwarp T. Kearney. 
Jackson, Nebraska. 
Editor Ready Made Department: 
How does this suit you and how 
would you improve it, for a “good-bye” 
letter to the best lot of depositors in 
the wide world 
Very truly yours, 
(Signed) Ep. T. Kearney, 
Cashier. 





The “good bye” refers to the 
discontinuance of a bright little 
house organ, “The Jackson Bank 
Sentinel,” and, fortunately, not to 
the suspension of the bank it rep- 
resents. I have a strong suspicion 
that the house organ was a syn- 
dicate scheme,—all but a few 
small spaces filled with — stuff 
signed by Ed. T. Kearney, but 
these few small spaces have been 
so filled with the individuality of 
the writer, as to give even the 
syndicated portion a_ personal 
flavor. Mr. Kearney fails to state, 
in the following frank, farewell 
talk, why he is giving up the 
house organ, but presumably it is 
to concentrate his very able ef- 
forts on messages to be delivered 
through the local paper, where he 
can address his customers and 
prospects with greater frequency 
and, doubtless, even more effec- 
tively. To my mind a combina- 
tion of these methods would be 
most profitable, but Mr. Kearney 
has the advantage of me in being 
on the ground to be cultivated. 





I’M MIGHTY GLAD 


it’s the “Sentinel” and not its Editor that 
is saying good bye to you this month. 
There would be blots on the sheet 
otherwise. Just now, nothing but 
GRATITUDE (with a big G) fils his 
mind and heart. The past month or 
two, Wall Street bulls and bears rather 
upset the whole country with their dis- 
graceful antics, but thanks to you, 
good friends, “The Bank that aLways 
treats you RIGHT” went right along 
“treating "em RIGHT” just as if nothing 
had happened. Got a few new cus- 
tomers, that’s all. Do you think HE 
don’t appreciate it? Say, just re-read 
his words about Vacation Time in the 
September ‘“‘Sentinel,” and know he 
would like to repeat those sentiments 
thrice fold, from the bottom of his 
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heart. There is nothing like having 
white people (white clear through), for 
customers, and ours are sure, white. 
For over twenty-one years, the good 
people of Dakota County have stood 
by this bank, through thick and thin, 
good crops, peor crops, hard times, 
good .times, panics and_ prosperity, 
giving us their business and better still, 
their perfect confidence. (And they 
never regretted it.) Do you_ think 
there is anything in this world could 
tempt the owner to do aught but the 
very best God lets him do in ctheir 
behalf? . The “‘missus’’ says you should 
be thankful you have an honest man 
to deal’ with, but he feels the thanks 
are his alone. So, since words seem 
paltry, with little Tim of the story 
book, he- will close the year and the 
“Sentinel” with a hearty God bless 
you, one and all. 
Gratefully yours, 
Ep. T. Kearney, 

Of “The Bank that Always treats you 
Right. 
BANK OF DAKOTA COUNTY, 


Jackson, Nebraska, 





Contains Wanted Information About 
Electric Lighting and Makes One 
Feel That He Really Must Get Ac- 
quainted With John and Find Out 
More About It. From the Massil- 
lon (O.) Evening Independent. 





Do You 
Know John 
W. Cameron ? 


He is not a candidate for 


office, but if you are a “‘can- 
didate’”’ for the purchase of 
an electric sign, John wants 
to tell you about his. Orders 
for a lot of electric signs 
have been placed. Maybe 
you have not awakened to 
the fact that because it is 
equally effective day and 
night it is the best ad going. 
Remember, we are making a 
flat rate, including free re- 
newals and maintenance, for 
sign lighting. 

We still fit a 5-room 
house entirely ready to light 
for $31. Our rate for resi- 
dences has been reduced 45 
per cent, and there is not a 
home in Massillon which 
cannot afford to use it—the 
best and cheapest of all 
lights. 

You would not drink Tus- 
carawas River water; an at- 
mosphere lighted by natural 
gas is equally poisonous. 


THE MASSILLON LIGHT, 
HEAT & POWER CO 


7) 
Massillon, Ohio. 
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THE CARTOON IN ADVERTISING—HOW THE CONSER LAUNDRY PICTURES THE DELIGHTS OF 
WASH DAY, IN THE ST, JOSEPH (MO.) “ GAZETTE.”’ 





Those who read the “Right 
Here I Kick” ad, reprinted, with 
comments, in this department of 
the November 20 issue, will 
doubtless be’ interested in the fol- 
lowing clipping from the El Paso, 
Tex., Heraid, the paper in which 
the ad referred to appeared: 

OF THE MERCHANT WHO FAIL- 
ED TO MAKE GOOD. 
A citizen of El Paso thought enough 








of the reputation of the town and its 
merchants to step into the Herald 
office and pay $4 for the insertion of 
that rather unusual and _ remarkable 
notice the other night about window 
advertisements. He explained that he 
got tired of being. taken for a rube 
when he entered a store and sought to 
buy articles similar to those displayed 
in the windows with price attached. 
The articles inside mever fitted, and 
the efforts made to induce him to buy 
disgusted him, so that he has gradually 
blacklisted the stores that use such 
=a ae 
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disreputable methods. The Herald 
knows one man who for years has re- 
fused to patronize a certain prominent 
El Paso store, for the reason that at 
a certain cut price sale the real per- 
centage of reduction was but a frac- 
tion of the percentage advertised in the 
papers. It happened that certain goods 
had been priced just before the sale, 
giving -the man a perfect check on the 
advertised reduction. He figured out 
that to cheat in this respect cast doubt 
on all the store’s’ goods and guaran- 
tees, and he has since steered clear of 
this merchant who didn’t make good, 





From this it would appear that 
the “I Kick” ad was just what it 
purported to be, and that at least 
one El Paso merchant is foolish- 
ly attempting that which Abe Lin- 
coln said could not be done—i.e., 


to fool all the people all the time.- 





A Good One for Gas Heaters, but 
Lacks Prices. From the (Helena) 





Montana Daily Record, 
x 


Gas 


for an occasional heat and 
as an auxiliary to the Coal 
Stove, is a most satisfactory 
fire. 

Few dwellings are satis- 
factorily heated. In almost 
every apartment there are 
cold rooms, occupied only a 
few hours each day. Effi- 
cient and convenient gas ap- 
pliances solve the heating 
problem for you. 

THE HELENA LIGHT & 
RAILWAY CO., 
Helena, Mont. 





From the Des Moines (Ia.) Capital. 


A Laundry 
Plant That Is 
Almost Ideal! 


The building we occupy 
was built especially for this 
business. We’ve equipped it 
with the latest and _ best 
laundry machinery that can 
be bought. We have soft 
water to do the washing 
with and all ironing is done 
by the new pressing process, 
Our dry room is the finest 
in the West, and our delivery 
system works practically per- 
fectly. Better let Munger’s 
do your work—call 579 on 
either ’phone for a wagon. 


MUNGER’S LAUNDRY, 
1109-1111 West Grand Ave., 
Des Moines, Ia 














Interesting, but Lacks the Interest of 


Prices. 


From the Atlanta Georgian 


and News. 








f 


| “Don’t Let 


Business 
Interfere With 
Pleasure.” 


Reports are already com< 
ing in from the lake regions 
of Florida that ‘Gray 
Duck, Teal and Geese are 
arriving daily.” ‘The bird 
crop was never larger,” says 
another friend from South 
Georgia. 

The above goes to show 
that you must prepare at 
once if you are going to 
get your share of the sport 
this winter. 

If you need a gun see the 
dealer who can fit you in- 
telligently. 


It is absolutely essential 
that your gun have the right 
drop, the proper length of 
stock, and the correct bor- 
ing. 

An expert can take up al- 
most any gun and do fair- 
ly good work with it, but 
you cannot, Mr. Amateur, 
‘Mr. Novice or Mr. Aver- 
age Shooter. Your gun 
must fit you if you get the 
best results. 

You have, perhaps, no- 
ticed that when you went 
hunting and borrowed A’s 
gun you shot fairly well, 
but the next time you went 
you took B’s gun and you 
couldn’t hit a blooming 
thing. Why, you even 
missed two rabbits. Now the 
reason is plain enough; the 
first gun fitted you and the 
second one did not. That’s 
all. By the way, don’t try 
borrowing this season, but 
buy a gun and buy one to 
fit you. Times are good and 
are going to be better, and 
you have been: putting it off 
a long time. Call at our 
Athletic Department, Peach- 
tree street, No. 55, and talk 
it over anyway. No charge 
for ‘1formation. 


Athletic Department. 
KING HARDWARE CO., 


F. G. Byrd, Manager, 
Atlanta, Ga. 
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ba [This subscriber lives in Finland, above the sixtieth parallel of latitude.) 


(o sm 
Al bo Cryckeri & 
> ochGdningsAktiebolag 


(6. W. Wildn & €:08 of Ado Comings forenade traderter) 


HORNET AF 

VASTRA STRAND- OCH 

KRISTINEGA TORNA = 
(Midtemot Sparbanken) 


TELEFONER: 


RAKENSKAPSKONTORET 745 
TRYCKERI-, TIDNINGS- OCH 
ANNONSKONTOREN 29 0. 84 


BOKTRYCKERIT: 


BOKTRYCK 

ILLUSTRA TIONSTRYCK 
MERKANTILTRYCK 
ACCIDENSTRYCK 
STEREOTYPI 


TIDNINGSFORLAG: 


ABO UNDERRATTELSER 
VASTRA FINLAND 
TURUN LEHTI 


ANNONSEXPEDITION: 


FORMEDLAR ANNONSER 
TILL DE FLESTA IN- 
HEMSKA- OCH UTLAND- 
SKA TIDNINGAR 


Abo, Nov. 


22d, 1907. 


The Printers’ Ink 


rum. Go. , 
10 Spruce Street, 
New York City. 


We have herewith the 
pleasure of sending 
you the amount of your 
invoice of the 8th 
this month for one 
year’s subscription 


and postage, to your 


letter Printers’ Ink, 
Reid. F. 
Awaiting acknowledg- 
ment about your re- 
ceipt of the money, we 
remain, 
Yours-very resp’t’y, 


P, P. ABO TRYCKERI OCH 
TIDNINGS AKTIEBELAG, 
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ALLEGED HUMOR. 


PENALIZED.—‘“Hello, Mame! I 
thought you got fifteen yards of that 
remnant ribbon?” 

“So I did, but the floorwalker pen- 
alized me ten yards for slugging.”— 
Louisville Courier-Journal. 


UP TO THE MINUTE.—Mrs. 
Style-—“I waht a hat, but it must be 
n the latest style.” . 

Shopman—‘“Kindly take a_ chair, 
madam, and wait a few minutes; the 
fashion is just changing.”—Washington 
Star. 


A PUBLICITY BUREAU.—‘Say,” 


Eb, why don’t ye advertise yer gineral 
store th’ way them city storekeepers 
does?” oe 

“I don’t hev to, Josh. My wife’s 
a member of th’ sewin’ circle an’ the 
 Dorcus: Sassiety.”—Judge. 


WHERE DRAMA COMES FROM. 
—‘Are you the man that wrote this 

~. am. 

“Original with you?” 

“Quite.” ; 

“What'll you take for the dramatic 
rights?”—Louisville Courier Journal. 


SURE.—“My wife sent two dollars 
in answer to an advertisement of a 
sure method of getting rid of super- 
fluous fat.” ; 

“And did she get the information 
she wanted?” 

“Sure; she got a reply telling her to 
sell it to the soap man,’”—Mystic, 
Conn,, Times. 


WOMEN’S'7  RIGHTS.—Taking ad- 
vantage of the agitation for women’s 
rights to secure a good advertisement, 
the manager of a Paris dry goods store 
has posted the following outside his 
establishment: ‘ 

“To walk in, to select, to inspeci, 
and to purchase 

Are woman’s rights. 


To pay i 
Is the right of man.”—Gaulois. 


LIVELI- 


QUESTIONABLE 
threw 


A 
HOOD.—The former _ senator 
down the magazine with a sneer. 

“Another nature fake,” he  ex- 
claimed. ‘“‘Why, these things are as 
absurd as—as absurd as——” 

And then he laughed and said it re- 
minded him of an address that he once 
heard an absent-minded missionary 
make. 

“In China, dear friends,” said the 
missionary, “human life is regarded as 
of but slight value. Indeed, if a 
wealthy Chinaman is condemned to 
death, he can easily hire another to 
die for him; and I believe many poor 
fellows get their living by thus acting 
as substitutes.” —Life, 


PRINTERS’ INK. 


THE EDITOR CALLED IT 
BLANK.—The poet’s lip curled scorn- 
fully. “But this isn’t blank verse,” 
he explained. ‘Blank verse has no 
rhyme in it, whereas, here rhyme is 
rife, *‘Mirky—turkey.’ ‘Pumpkin— 
bumpkin,’ Frolic—colic.’ Don’t you 
see?” 

The. editor, however, _ still 
upon declining the manuscript. 

“I cailed it blank verse,” he said, 
“to spare your feelings. It was a 
much stronger word, really, that I had 
in tind.”—Louisville Courier Journal, 


insisted 


SHIRTS AND SHIRTS.—She was a 
dear old lady, but she lived at Hard- 
scrabble, and was a bit behind the 
times... She had been reading the ad- 
vertisements in a city newspaper chance 
had brought her way. 

“Father,” she asked her 
“what is these 
they talk about?” 

Father, being a man was equal to 
the occasion, 

“Don’t know what 
grinned. .‘‘Well, you are a_back-num- 
ber. Negligée shirts ain’t quite so stiff 
and choky as a Db’iled shirt—I mean 
a reg’lar hard-biled shirt. A _ negligée 
shirt is something ycu might call a 
soft-biled shirt.”—Woman’s Home 
Companion. 


husband, 
here negligée shirts 


they be?” he 


EDITOR’S VIEWS ON BAPTISM. 
—“We have our troubles like our 
brethren on ‘secular papers,’ said the 
manager of a religious publication the 
other day. “Just read this,” 

He showed a letter from a subscrib- 
er, asking whether the reverend editor 
of the paper believed in immersion as 
well ‘as in other forms of baptism. If 
he did not, she wanted her paper 
dropped at once. 

“Well; what did you tell her?” 

A worldly smile lit of the wan feat- 
ures of the manager, 

“T told her that Dr. Blank had been 
a zealous advocate of immersion from 
his youth up. We do not allow theo- 
logical hair-splitting to reduce our sub- 
scription list.” Western Publisher. 


TROUBLE FOR THE EDITOR.— 
“T can’t keep the visitors from coming 
up,” said the office boy dejectedly. 
“When I say you’re out they don’t 
believe me. They say they must see 
you.” 

“Well,” said the editor, “just tell 
them that’s what they all say. I don’t 
care if you cheek them, but I must 
have quietness.” 

That afternoon there called at the 
office a lady with hard features and 
an.acid expression. She wanted to sec 
the editor, and the boy assured her 
that it was impossible. 

“But I must see him!’ she protested. 
“I’m _ his. wife!” 

“That’s what they all say,” replied 
the boy. 

That is why he found himself on the 
floor, with the lady sitting on his neck 
and smacking his head with a ruler, 
and that is why there is a new boy 
wanted there.—Answers, 





